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Mr. Faber Birren 


— nationally known con- 
sultant on color prefer- 
ences of the buying public, 
selected these new sales- 
proven Insulite colors. He 
is retained by many of the 
world’s largest manufacturers strictly for his 
experience in the vital field of consumer color 
preference and its relation to consumer buying 
habits. You profit by his two decades of re- 
search in the color wants and buying motives 
of the American public. 


No Guessing Against Human Taste — 
These are Colors the Public Wants 


Why gamble in selecting colors? Since color 
is vital to your sales, every possible avenue of 
fact and scientific analysis was assessed and 
judged for its selling value before these new 
Insulite colors were chosen. 

This was neither guesswork nor private 
opinion. Choice was based upon market re- 
search to accurately measure the desires of 
today’s buying public. You can be swre these 
new Insulite colors are keyed to buying opin- 
ion — they’II sell fast, easy and in volume. 


Exceptional Sales Advantages 


Rarely has there been a line of new products 
as rich in variety and flexible in adaptation as 
these new Insulite Interior Finish Products! 
Singly or in combination, they can be employed 
in a stimulating variety of striking and orig- 
inal effects. The finished result is beautiful . 
attention-getting ...and sales-rewarding. 

Best of all (from the builder’s point of view), 
these new products can be applied fast and easy 
. . . without special preparation or the use of 
special clips. No skill required — anyone can 
do it. Just use nails or staples direct to frame- 
work. Saves time, cuts application costs. This 
line was designed \as ‘a_ practical busine$s- 
builder and job-getter. © 


New Insulite Joint 


Assures a trim, neat, tight joint that defies dust 
infiltration and 
stays securely in 


Presenting The New and Beautiful 
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position. Con- 
cealed fastening fer 





without using 
special clips. Ap- 
plication is fast 
and easy with 
nails or staples. 
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LUSTERLITE TileBoard and Interior Board 


Colors: White, Ivory White. Texture: Smooth... high light-reflecting. 


Joint: TileBoard employs new Insulite Joint (illustrated below); Interior 


Board has square edged joint. Sizes: TileBoard, 12”x12”, 16x16”, 16”x32”, 
Interior Board, 4’ width by 6’, 7’ ,8’, 9’, 10’, and 12’ lengths. 


° 


DUROLITE Plank and Interior Board 


Colors: Ivory, Pale Green, Woodtone Light, Woodtone Dark. (The two Wood- 
tones in the Plank are cartoned, half light and half dark, to provide variegated 
effect in application.) Texture: Rough...highly durable. Joint: Plank em- 
ploys new Insulite Joint (illustrated below); Interior Board has square edged 
joint. Sizes: Plank widths are 8”, 10”, 12” and 16” — Lengths 8’, 10’, and 12’. 
Interior Board — 4’ width by 6’, 7’, 8’, 9’, 10’, and 12’ lengths. 


WEVELITE Interior Board 


Color: Ivory White. Texture: Rough surface. Joint: Square edged. 
Sizes: 4’ width by 6’, 7’, 8’, 9’, 10’ and 12’ lengths. 


SMOOTHLITE Interior Board 
(Formerly SMOOTHCOTE). Color: Natural. Texture: Smooth. 


Joint: Square edged. Sizes: 4’ width by 6’, 7’, 8’, 9’, 10’ and 12’ lengths. 


ACOUSTILITE %4” and FIBERLITE 


Colors: White. Texture: Porous, giving a travertine stone effect. 


Joint: Butt Joint Edges Beveled and Kerfed. Applied with: Cement. 


Sizes: 12”x12",16” x16”, 16x32”. 
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. . . A MAJOR ITEM IN TODAY’S 
= _ MODERN BUILDING PLAN 


is 
KENNATRACK 
Sliding Door 
Hardware 

















With the stress on functional design in present day 
construction, KENNATRACK fits into every modern 
building plan. Sliding Doors, fitted with KENNA- 
TRACK Hardware ... make space available .. . 


that would normally be wasted. 














. The open pocket type of con- 
National \ssociation \ struction featured in this ad is 

i> ~6=— the biggest step forward that 
) has happened to sliding doors 
in the past century. The low 
cost of this type of construction 
makes the advantages of sliding 
doors an economic must for low 


cost housing. 














Write today for 
complete details 
on the 
KENNATRACK 


line of sliding 























SERIES 
300 - 325 


door Hardware. 

















"Originators of open pocket construction featuring Series 
300 (plain bearing) and Series 325 (ball bearing) 
KENNATRACK." 


JAY G. Mc KENNA, inc - cKnart, INDIANA 


Specializing Exclusively in the Manufacture of Sliding Door Hardware 
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Hews Briefs for the Busy Reader 


Brother Raymond Foley of the Housing and Home Finance Agency is a 
quick man when it comes to estimates. With the homebuilding industry’s 
one million start record for 1949 not yet official, Foley has already figured 
numerous reasons why we must now have more than a million starts a 
year. With the unexpected record of private industry staring him in the 
face, could Foley be trying to justify the public housing program? 





The National Association of Home Builders has announced the intention 
of establishing its own mortgage exchange corporation, to foster a private- 
enterprise secondary mortgage market. 





New big-time strikes are not probable; but you know how such things 
are. Most observers think wages and jobs are going to be pretty stable 
this year. 
The Department of Agriculture says the consumer will pay ten percent 
less for food this year. Good news for the factory worker; not so good 
for the building materials dealer who depends on farm trade. 


The Metropolitan Life Insurance ‘Co. proposes to make loans to small 
businesses; provided local banks will take ten percent of the’ loan and 
service the whole transaction. Not all banks seem to like the servicing 
idea. 





Housing Administrator Foley predicts that houses will be more plentiful 
and slightly less costly this year. In both public and private housing, the 
middle-income group will get more consideration. 





Secretary of Commerce Sawyer says ’49 was a year of “high level eco- 
nomic activity;” adds that gross production amounted to 259 billion 
dollars or less than two percent below the all-time high of ’48. 





Flaxseed plantings in California and Arizona are said to be about half the 


acreage of last year, due to declining market prices. This may have quite a 
bearing on future paint supplies. 





Plywood prices are on the way up again after last summer’s low. Shortage 
of already expensive peelers is cause. Nails, lath and some other metal 
products are up from one to four dollars per ton. For complete market 
news see pages 16, 18 and 20. 





Basing point formulas are due to be in congressional news again this ses- 
ston. Final consideration may be shoved off until the last minute rush and 
then lost in the hopper. 





The Associated Press says a strong push either toward inflation or de- 
lation could make a lot of trouble. It expects neither one; thinks there’ll 
be a generally continued period of mild rise. 
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OAK FLOORING 


New officers elected at 
annual meeting in Memphis 


Milton Craft of Memphis, Tenn., 
was elected president of the Na- 
tional Oak Flooring Manufacturers’ 
Association at its recent annual 
meeting in Memphis. He succeeds 
Allen Harris, Jr., vice-president of 
the Harris Manufacturing Com- 
pany, Johnson City, Tenn. 

Mr. Craft, a veteran of the lum- 
ber business, is president of Chap- 
man and Dewey Lumber Company, 
Memphis. Active in the associa- 
tion foremany years, he served in 
1949 as vice-president and a mem- 
ber of the board of directors. He 
was re-elected to the board, as was 
Mr. Harris, who headed the asso- 
ciation for two terms. 

T. C. Matthews, sales manager 
of the M. B. Farrin Lumber Com- 





REPRINTS AVAILABLE 

Art Hood’s editorial “IF,” which 
appeared in the December 17, 1949, 
issue of AMERICAN LUMBERMAN, 
caused such widespread reader in- 
terest that the editors have pre- 
pared copies of the poem suitable 
for framing. These will be mailed 
out free upon request. 





pany, Cincinnati, O., was elected 
vice-president and a board direc- 
tor. He also has been prominent 
in the association over a long 
period, having served on the board 
several years ago. Henry H. Wil- 
lins of Memphis was re-elected sec- 
retary-treasurer. 

Four new directors were named, 
two to fill vacancies and to assume 
posts created by the association’s 
vote to increase board membership 
from 10 to 12. Those elected were: 

T. W. Bond, sales manager of 
the Cloud Oak Flooring Company, 
Springfield, Mo.; J. W. Fowler, 
general manager of Frost Hard- 
wood Floors, Inc., Shreveport, La.; 
S. B. Fullerton, secretary of the 
Bradley Lumber Company, Warren, 
Ark.; and Earl M. McGowin, vice- 
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A “silent salesman” 









that really says a lot! 



























HEN you place this attention-com- 
pelling Pennvernon decalcomania 
on your store window or door, you tell the 
world that “here is headquarters for qual- 
ity window glass.” It’s a strong point-of- 
purchase tie-in which takes advantage 
of the exceptional public acceptance of 
Pennvernon as window glass at its best. 
Display this decal prominently. It will 
bring more buyers into your store, not 
only for Pennvernon Wihdow Glass, but 
for other supplies too. 






























































these other hard-hitting sales aids 


—which will help you achieve a well-integrated promotion 











effort: (1) a powerful, sales-winning window card; (2) an 








eye-catching counter easel; (3) an ingenious 3-piece streamer; 













a (4) resultful envelope folders; (5) effective newspaper mats. 
| Pennuernon | Put these business-builders to work. You can get them 





| Window Gass 


a) 
@ 


CHUNVETTHIO/’ WINDOW GLASS 


PAINTS - 





through your local Pittsburgh Plate Glass Company branch 





or jobber. 








GLASS - CHEMICALS - BRUSHES 





* PLASTICS 








PITTSBURGH 


Paemre GLASS COMPANY 

















president of the W. T. Smith Lum- 
ber Company, Chapman, Ala. 
Re-elected to the board, in addi- 
tion to Mr. Craft and Mr. Harris, 
were: L. C. Ailor of Miller 
Brothers Company, Johnson City, 
Tenn.; R. M. Lindsay of Veach- 
May-Wilson, Inc., Alcoa, Tienn.; 
B. A. Mayhew of Fordyce Lumber 
Company, Fordyce, Ark.; J. G. 
Smith of Arkansas Oak Flooring 
Company, Pine Bluff, Ark.; and 
Walter Wood of E. L. Bruce Com- 
pany, Memphis. 
The decision to expand the board 


Milton Craft, newly elected president of 
the National Oak Flooring Manufacturers’ 
Association. 


roster was due to the growth of 
the association in recent years. 
Secretary Willins reported that 
membership includes 71 companies 
which account for more than 73 
per cent of the hardwood flooring 
capacity in the Southern and Ap- 
palachian regions. Those areas 
produce about 90 per cent of the 
nation’s total supply. 

In keeping with the expanding 
membership, the meeting was the 
largest in the history of the asso- 
ciation. Approximately 90 per cent 
of the productive capacity of the 
organization membership was rep- 
resented. 

Willins said the hardwood floor- 
ing outlook for 1950 was much 
brighter than that which the in- 
dustry faced at the beginning of 
1949. The past year proved to be 
the second greatest on record in 
terms of flooring shipments. Com- 
plete figures for the year were not 
available, but Willins said ship- 
ments would total only slightly less 
than the all-time peak of 795 mil- 
lion board feet recorded in 1948. 

The contra-seasonal maintenance 
of record high housing starts, Wil- 


January 14, 1950, AMERICAN LUMBERMAN & 













- —~m2 "aes 




















itieoteinean neni: 


ee Bee 


a : s. 
~rneeetononenesinec nce enan Pepreerancrnen 
sore 


ananassae 
on eranactnaet aero ee 




































































wipes Sees 
Seah cnmcapoammmgnmmttt 











remodel better with 


Gold Bond 








This Post ad starts your 1950 
sales campaign on... 


P NEW GOLD BOND INSULATION BOARD 








Yes, we're giving Saturday Evening Post display and suggest new Gold Bond Insula- 





. readers a real selling story on new Gold Bond __ tion Board to your customers for amy remodel- 
. Insulation Board. We’re telling them how \ ing job—stores, restaurants, game rooms, attic 
t easy it is to apply, how the new interlocking apartments, bowling alleys or what-have-you! 
> edges completely hide staples or nails. Ran- It'll clinch more sales for you! 


dom Width planks and tiles in harmonizing 
variegated blends, panels in double coated 
ivory ...need no further decoration. Stock, BUFFALO 2,NEW YORK 


NATIONAL GYPSUM COMPANY 
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} BEAUTIFUL! MORE DURABLE! 
} New Infra-Red drying process gives Dua-Laps 
a harder finish and the most beautiful coating 
| you've ever seen: The perfect product for re- 
' modeling and new construction. 


NOW EASIER, FASTER, MORE 
ECONOMICAL TO APPLY! 


Builders are now using gypsum or insulation 
sheathing and ES-Nails for a faster, easier 
application. No stripping necessary! 


NO IMITATION . . . DUA-LAPS 
ARE THE REAL THING! 


The genuine is made only from certigrade 
straight grain red cedar, nature’s prize in- 


* Send for samples; they’re all taken from 
warehouse stock © A few choice territories 
still available. 

Write today. 
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It appears, too, he said, that the 
usual seasonal decline in home con- 
struction will be greatly mini- 
mized this winter. He added that 
the stimulus of insurance pay- 
ments to veterans early in 1950, 
the public housing program and 
the building needs of the armed 
services are certain to augment the 
present private residential con- 
struction demand and probably pro- 
duce another record year in the 
building of dwelling units. 


Oak and other hardwood flooring 
is maintaining by a wide margin 
its leadership in the field of resi- 
dential flooring, Willins asserted. 
The fact that shipments in 1949 
did not surpass the record figure 
of 1948 was due to several factors. 
One was a much smaller carry- 
over of unfinished homes at the 
beginning of 1949 than at the cor- 
responding time a year previous. 

Willins pointed out that many 
flooring manufacturers found 








themselves with insufficient sup- 
plies of rough hardwood when the 
unexpectedly large volume of hous- 
ing starts in the latter part of 
1949 created an unusually heavy 
demand for hardwood flooring. Un- 
seasonable weather handicapped 
many processors in their efforts 
to obtain adequate supplies of 
rough lumber. Much of the lum- 
ber that ordinarily would have 
been available was‘not cut, he said. 


While some producers still are 
experiencing difficulty in securing 
sufficient quantities of flooring 
hardwood, the industry as a whole 
looks forward to ample supplies in 
the coming year. In short, hard- 
wood flooring may not be exactly 
plentiful, but there should’ be 
enough to meet the demand, ac- 
cording to Willins. 

To help safeguard the leader- 
ship of its products in the resi- 
dential flooring market the asso- 
ciation will continue in 1950 its 
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| RED BRAND Fence 


P means more satisfied customers 
because it’s GALVANNEALED 
n for longer life 





a. 

9 

"4 YOU know that farmers insist on the best value for 
: their money. 

e And, Red Brand Fence is the farmers’ best fence 
“ value because it’s galvannealed for longer life— 
d § longer life that means lower fence cost. 


Galvannealing is the exclusive Keystone process 
that fuses zinc to the strong steel wires of Red Brand 
Fence. What’s more, Red Brand Fence wire contains 
the right amount of copper for additional wear and 
rust resistance. 


ee 


Yes, the longer life of Red Brand Fence is an hon- 
est, convincing sales point. Maybe that’s why Red 
Brand is preferred to others—and easier to sell. 


Stock it, tell your customers about it and you'll sell it. 


BUSINESS IS BASED ON HELPING 











A | YOUR CUSTOMERS—BOOST YOURS WITH 

- _ THE RED BRAND PLAN , 
0 =| 

a Red Brand now provides you with a sound sales | 

ed plan that increases your fence business and your : 
ts ‘ , : | 

se over-all business as well. It’s a simple, easy-to-work Steel Posts | 

m- ° ° : ee : : 

“4 plan that provides a real service to your customers , For your customers’ complete 

id. ... makes them better customers for you. \ fencerequirements, you'llwant 
: : J f \ | to stock and sell Red Top Steel 

wt If you’re interested in boosting sales and profits— | Posts too. They are made of | 

. : || tough, springy railroad steel, 

z ask your Red Bra resentati - i] : oY : | 

ng y nd “a sentative et this money \< sled tele 6 dod ae 
_ making plan the next time you see him. f | for maximum post strength. 

rd- f |} Red Top Steel Posts can’t rot, 

tly i burn or split. . : 

ac- ME 

er- 

si- KEYSTONE STEEL & WIRE COMPANY 

s0- wy PEORIA 7, ILLINOIS 

its Red Brand Fence * Red Top Steel Posts * Non-Climbable Fence * Nails * Bale Ties * Gates * Keystone Poultry Netting 

& 
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Mean EXTRA Quality 


Deniston Nails have been sold 
with complete customer satisfac- 
tion since 1926. Builders find 
them the best nails for corrugated 
sheet steel, aluminum, slate or tile 
roofing. 


LEAD-SEAL DRIVE SCREW NAILS 


LEAD IS UNDER 
HEAD AND 
DOWN THE 
SHANK where 
hammer blows 
cannot knock it 
off. When nail is 
driven, the hole 
around it is 
plugged with lead 
and any break in 
the galvanizing is 
completely cov- 
ered. The triple 
locking of nail, 
lead and sheet 
provides a perma- 
nent seal. 

THE DRIVE 
SCREW SHANK 
gives the nail tre- 
mendous holding 
power. Rolled after galvanizing 
insures shank of deeper, cleaner, 
sharper threads that gives a full 
turning action to the nail when 
driven. 


LEAD-SEAL NAILS are made with 
a ‘bump’ on shank. As bump is 
forced through roofing, the roof- 
ing material springs back over 
the top of bump, preventing nail 
from working out. Nail, lead and 
roofing are strongly and firmly 
locked together. 





For prepared roofing, Deniston 
GALVANIZED DRIVE SCREW 
NAILS, 7/3" to 2”, 1114/2 ga., 7/16” 
hd. Cement coated PALLET NAILS 
also available, 21/2” long x 10 ga. 
BE THE DENISTON DEALER in YOUR 
COMMUNITY. Contact your local job- 


ber or write for free samples and com- 
plete information. 


THE DENISTON COMPANY 


4654 S. Western Ave 


Chicago 9, Ill 











program of aggressive advertising 
and publicity. The advertising 
campaign, conducted by Fuller & 
Smith & Ross, Inc., is in its third 
year. Publicity activities, carried 
on by the Lawrence H. Selz Or- 
ganization, Inc., were begun in 
1946. In its two phases the pro- 
motional program reaches millions 
of prospective home owners regu- 
larly, as well as architects and 
builders and lumber dealers. Pub- 
lic response to the program has 
revealed a growing interest in 
floors and an increasing prefer- 
ence for floors of oak. 


BUILDERS’ SHOW 


Many features will be of 
interest to retail dealers 


Manufacturers are readying the 
greatest display of home building 
materials and equipment in his- 
tory for the 6th Annual Conven- 
tion and Exposition of the Na- 
tional Association of Home Build- 
ers in Chicago, February 19-23. 

Convention - Exposition director 


| arr ri 
Ea mie - 
vi ia a i; 4 
Sd = } ’ 


Models look over construction details of 
scale model house to be featured in 
American Brass Company display at 6th 
Annual Convention and Exposition of 
National Association of Home Builders 
in Chicago, February 19-23. 


Paul S. Van Auken reports that 
over 160 leading manufacturers 
will participate in the giant ex- 
position, which will be far larger 
and more diversified than in pre- 
vious years. It will fill all available 
exhibit space in the Stevens and 
Congress Hotels. 

Scores of new products, new 
ideas and new services will be 
launched during the show and take 
their places beside those which 
have stood the test of time and 
competition. More than half the 
exposition will be devoted to build- 
ing materials, building specialties, 
lumber and millwork exhibits. 

One of the highlights of the ex- 
position will be a special new 
products section reserved exclu- 
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sively for new and revolutionary 
building products which differ sig- 
nificantly from products now gen- 
erally available. 

Van Auken says an unusually 
large number of exhibitors in the 
regular sections of the exposition 
will also show new and improved 
products. An impressive list of 
items are specifically designed to 
lower materials and _ operating 
costs. In many cases, new models 
of existing products will not only 
do a better job, but actually cost 
less than the products they re- 
place. 


A comprehensive convention pro- 

There will be several sessions 
devoted to design and selling tech- 
niques. John Highland of Buffalo, 
N. Y., will lead a debate among 
architect-builders on modern vs. 
conventional house design. A panel 
of topflight selling experts will 
stage a hard hitting valuable mer- 
chandising forum moderated by 
W. P. “Bill” Atkinson of Okla- 
homa City. Another highly infor- 
mative presentation of selling tech- 
niques will be given by Fritz 
Burns, nationally known Los An- 
geles builder. 


Women home builders, under the 
direction of Mrs. Henny Mollgaard 
of Milwaukee, will present a pro- 
gram explaining the women’s view- 
point. During this colorful session, 
eight outstanding women authori- 
ties will discuss and demonstrate 
how to increase sales _ appeal 
through the effective use of mod- 
ern wallpaper, proper lighting, 
color, and better house designs for 
families with children. 


Lumber and building material 
dealers are eligible to attend the 
convention-exposition. Those affil- 
iated with local NAHB: chapters 
may arrange hotel reservations and 
advance registrations through their 
local NAHB secretaries. Others 
should communicate direct with 
Convention Headquarters, National 
Association of Home Builders, 111 
West Jackson Blvd., Chicago 4, 
Illinois. 


CONDENSATION 


Control in homes is subject 
of practical new booklet 


Methods of controlling destruc- 
tive condensation are important to 
both builder and buyer of the 
tightly constructed small home, it 
is pointed out in a 72-page illus- 
trated pamphlet, “Condensation 
Control in Dwelling Construction,” 
published by the Housing and 
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Naturally. That bronze screen will keep them 
out permanently. It’s made of high-strength 
ANACONDA Bronze Wire that never rusts. 


And because it never rusts, it will never need 
painting. So it will never be clogged with either 
rust scales or paint blobs. 


And that means it will always let through 
plenty of light and air... 


... But no bugs! 


Bronze screening made with ANACONDA 
Bronze Wire is a pleasure to sell to your custom- 
ers and a pleasure for your customers to use. 


For more information about ANACONDA Bronze Screen 
Wire, write to The American Brass Company, Waterbury 
20, Connecticut. In Canada: Anaconda American Brass 
Ltd., New Toronto, Ontario. 

* The American Brass Company does not weave bronze insect screen- 
ing, but from the earliest use of metal for screens has furnished uni- 


form, high-strength bronze wire to the nation’s leading manufacturers. 
5048 


To make satisfied customers... sell 


BUILDING Propucts MERCHANDISER 





BRONZE SCREEN WIRE* 


15 
















Says TAKE 
ADVANTAGE 
OF THIS 


MAMA 
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WRITE TODAY 
FOR COPIES OF MY 


10 BEST 


__ Retail Lumber and Building 
> Supply Advertisements 
of 1949... 


Want to improve your advertising? 
Want to see what the smartest mer- 
chandisers are doing? Then, drop us 
a letter or postal card today for proof 
sheets of ten newspaper advertise- 
ments that really clicked. 


























FOR THIS HOME 
ol 


Improve your advertising, AT 
b : LOW COST, by subscribing to 
et a ae SETS a Newspaper Matrix Service 

danty VAuy i that offers only Pre-Tested copy 








when you buy lumber 
and merchandising ideas. 


o MEASURE 1, 
“= \ Za 


= \ ae 2 Costs You Nothing 


—S d To investigate this Service, 
FINA’ “oo . 
BE SURE YOU BUILD WiTH learn WHY in a few short years 


we have gained national rec- 
A DRY LUMBER ognition and wide-spread 
= pe . indorsement with a complete 
@) i: 

STOP <¢ on big repair bills 


advertising service for Retail 
Dealers. 

ADVERTIS- ede 

ING ) 




















































NEWSPAPER...RADIQ... 
OUTDOOR ... DIRECT MAIL, etc. 


ADVERTISING . 
AGENCY 


1106 INLAND BLDG., INDIANAPOLIS 4, IND. 
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Home Finance Agency. The pam- 
phlet which is designed particu- 
larly for use by home owners, ar- 
chitects, builders and craftsmen, 
shows how to control condensation 
by means of vapor barriers and 
proper ventilation. Methods illus- 
trated are based on studies by the 
Forest Products Laboratory, U. S. 
Department of Agriculture and 
HHFA, along with observations 
made over many years of buildings 
with serious moisture problems. 
The information is assembled 
under three categories: (1) fac- 
tors in the condensation problem; 
(2) good practice recommenda- 
tions; (3) condensation control de- 
tails. The appendices contain data 
on insulation and list some of the 
available literature on condensa- 
tion control, along with a glossary 
of condensation and housing terms. 


Copies of the publication are 
available from the Superintendent 
of Documents, Government Print- 
ing Office, Washington 25, D. C., 
at 20 cents a copy. 



















MARKET PICTURE 


Most lines are firm to 
strong; none are falling 


Plywood prices are on the way 
back up again—with some fears 
they will go high enough to effect 
buying. But the scarcity and high 
price of peelers makes it hard for 
manufacturers to do anything 
about the price picture. 


Some metal products—lath, nails 
and so forth—are up from $2 to 
$4 per ton at wholesale. But rises 
are not reaching down to the retail 
level as yet. 


LUMBER PICTURE 


In spite of optimism over the 
new year’s building prospects, lum- 
ber buying on the coast reflects 
some hesitation among retailers to 
stock up much beyond current 


_ 2 > B® Qe eS 


needs. At the same time most ' 
grades and species are holding 
firm. 


Mills generally have not been 
badly effected by winter weather. 
But they are not booking orders 
ahead at current prices for fear of 
weather conditions. 


The shingle market has been 
somewhat curtailed with No. 1, 18 
inch shingles finding most favor. 

Southern and Southwest mills re- 
port lumber shipments slowed to 
a walk over the holidays and in- 
ventory time, but there is substan- 
tial optimism over the volume of 
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PITTSBURGH’S narrow streets, 
sharp turns and unusual grades 
are no match for the time- and 
cost-saving ability of the new 
White 3000 in service for 
Colonial Supply Company . 
delivering a wide variety of 
building supplies quickly and 
economically. “It is more 
efficient, and its greater useful- 
ness has been particularly 
pleasing to us at a time when 
delivery costs have been con- 
stantly on the increase,” re- 
ports C. W. Gebhart, presi- 
dent of Colonial Supply. 


WITH ALL THESE extra 


COST-SAVING ADVANTAGES 






Better Maneuver ability SAVES DELIVERY TIME 





2 





New 3000 design saves 
3 ft. overall length on 16 
ft. body... permits greater 
payload. 


Power-lift cab for com- 
plete front end accessibil- 
ity and substantial savings 
in maintenance costs. 


New safety features. 


4 Saves driver time and 


| energy. 





This new kind of truck is 
miles ahead because it sets a 
new standard in truck effici- 


‘ency. Its functional design... 


its new weight distribution 
principle... its revolutionary 
approach to reducing truck 
maintenance costs—these 
are all exclusive advantages 
that make the new White 3000 
a profitable investment that 
pays dividends for years. 

Your White Representative 
will be glad to show you how 
the sensational new White 
3000 can be profitably used 
in your business. 


THE WHITE MOTOR COMPANY 


Cleveland 1, Ohio, U. S. A. 
THE WHITE MOTOR COMPANY OF CANADA LIMITED e FACTORY AT MONTREAL 





FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS: aa 


‘,UILDING Propucts MERCHANDISER 
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IMPROVED VISIBILITY IN ALL DIRECTIONS... 
HELPS THE DRIVER BE A BETTER DRIVER 








SUPER POWER 





3000 
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cnstal KNENVENCES 


Outfitting the closets with 
K-VENIENCES gives any house an 
eye-catching, up-to-date appeal. Yet 

the cost is agreeably modest; and 
the installation is a simple matter 
of using a screwdriver. 


K-VENIENCES make the most of any closet 
space, too, adding maximum efficiency 

along with the beauty of their gleaming 
chrome. Scientifically designed, they hold 
clothes properly, save pressing, keep 
everything in reach, and double closet capacity. 


The complete line of K-VENIENCES closet 
fixtures merits your full attention. Its more 
than 40 items provide the right fixture for 
every need, to fit any size or shape of closet. 



























We will be pleased to send you a 
complete catalog upon request. 






@ The new ‘‘F'' merchandise display sells K-VENIENCES 
faster and takes only 3 sq. ft. of floor space. 
This door-type panel holds an assortment 
of the most popular K-VENIENCES. 
Write for illustrated sheet 
giving complete information. 














NIRA 








GRAND RAPIDS 4, MICHIGAN ARORA, 
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inquiries. However building is 
moving at a fast clip, with a re- 
sultant steady price picture for 
lumber. Millstocks are low enough 
so that a buying flurry would put 
strain on limited log supplies. 


LUMBER STATISTICS 


Lumber shipments of 396 mills 
reporting to the Nationa! Lumber 
Trade Barometer were 0.7 percent 
above production for the week end- 
ing December 24, 1949. In the same 
week new orders of these mills 
were 3.9 percent below production. 
Unfilled. orders of the reporting 
mills amount to 36 percent of 


stocks. For reporting softwood 


mills, unfilled orders are equiva- 
lent to 20 days’ production at the 
current rate, and gross stocks are 
equivalent to 53 days’ production. 

For the year-to-date, shipments 
of reporting identical mills were 
4.2 percent above production; 
orders were 5.2 percent above pro- 
duction. 

Compared té6 the average cor- 
responding week of 1935-1939, pro- 
duction of reporting mills was 54.9 
percent above; shipments were 
61.0 percent above; orders were 
31.3 percent above. Compared to 
the corresponding week in 1948, 
production of reporting mills was 
22.8 percent above; shipments were 
16.6 percent above; and new orders 
were 6.9 percent above. 


WESTERN PINE 


The 83 mills reporting to the 
Western Pine Association for the 
week ending December 24, 1949, 
cut 40,540,000 feet, slightly more 
than for the same week in 1948. 
Orders for the week totaled 53,- 
058,000 feet, or 30.9 percent above 
production. Shipments amounted 
to 49,859,000 feet or 23 percent 
above production. Gross_ stocks 
amounted to 725,303,000 feet and 
unfilled orders came to 159,587,000 
feet. 


SOUTHERN PINE 

The Southern Pine Association 
reports that 107 mills cut 17,783,- 
000 feet for the week ending De- 
cember 24, 1949. This was 7.16 
percent below the three year aver- 
age. Shipments totaled 16,098,000 
feet, or 9.8 percent below produc- 
tion. Orders amounted to 12,838,- 
000 feet, reflecting the holiday 
period. 


WEST COAST 


Lumber stocks at Douglas fir 
sawmills dropped sharply during 
November. The improved freight 
car supply, enabling mills to meet 
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You gia Fock 


at the 1950 line of Flintkote 
Interior Insulation Board Products... 


—_ is! Attractive = ew, Improved 
New Colols New Texture? Finishes: 








Don’t let another day go by. Get the full story now 
on this sensational, new 1950 line of Flintkote 
Insulation Board Products. 

Never before has there been such variety. Now, in 
this popular, versatile material, you can have your 


Flintkote has these other leaders, too 


INSULATED SIDINGS 











choice from an unusually wide range of colors and ASBESTOS-CEMENT SIDINGS 
finishes. , ASPHALT STRIP SHINGLES 
Write today, THE FLINTKOTE COMPANY, Build- . . 
ing Materials Division, 30 Rockefeller Plaza, New seeasunatatiel WOOL...made of Fiberglas 
York 20, N. Y. T™ REG. U. S. PAT. OFF. MFD. BY OWENS-CORNING FIBERGLAS CORP. 
Buitp1Inc Propucts MERCHANDISER 19 











‘commitments, was the biggest fac- 
tor in this reduction of lumber at 
the mills. 

Unfilled orders also dropped off 
some 50 million feet during No- 
vember and Simpson reported abil- 
ity to ship was the principal reason. 

Orders during November con- 
tinued to exceed production on the 
heels of a buying splurge ccca- 
sioned by an open winter in the 





eastern centers. Shipments from 
the Douglas fir mills of western 
Washington and Oregon topped 
orders by some 10 million feet a 
week during November. 

For the 48 weeks of 1949 
through November, production in 
the Douglas fir region reached 8,- 
772,134,000 board feet, or 114.5% 
of the 1943-1948 averages. Orders 
for the same period totaled 9,165,- 





The LUMBER MARKET 


The following is a general market analysis as we go to press. 


Since many 


variable factors in each producing area affect individual mill quotations, the 
prices listed below must be considered for what they are — — — an average 
of current f.o.b. mill quotations of those surveyed. 


DOUGLAS FIR 


Vertical Grain aa nd 


B&Bt Cc D 
iy one, wearer ete 150. 00 145.00 $0.00 
Flat Grain Flooring 
- a Say cialrtes aes 120.00 115.00 70.00 
a se re ee 135.00 130.00 90.00 


Drop Siding 
cc 6 Pattern #106.135.00 


1x 130.00 95.00 
1 x 6 Pattern #116.135.00 130.00 





95.00 
Ceiling 
. i a eee ae 115.00 110.00 70.00 
1  Sanaaces eae ee 140.00 135.00 95.00 
Boards and Shiplap 
1x6 1x8 1x10 1x12 
No. 1 ........50.00 50.00 50.00 50.00 
i See 48.00 48.00 47.00 47.00 
ES: eer 37.00 37.00 36.00 36.00 
20 
2x 53.50 
+> 52.50 
2x ae 52.50 
2x wer 52.50 
2x oe : of 51.50 
Add 2.00 for 22 & 24’. ‘Ada ! 2.00 for 26’. 


No. 2 seeiatiiiens 





» oe $..49.00 49.00 49.00 49.00 49.00 
2x 6..48.00 48.00 48.00 48.00 48.00 
2x 8. .48.00 48.00 48.00 48.00 48.00 
2x 10.,48.00 48.00 48.00 48.00 48.00 
2 M 12..47.00 47.00 47.00 47.00 47.00 
No. 3 Dimension 
2x 4*.36.00 ae cba’ 
. = 6..35.00 
2x 8..34.00 
2 x 10..32.00 
2x 12..31.00 
*R/L Only. 
Add $8.00 for Kiln Dried. 
OAK FLOORING 
Hx 8x 
Clear Pl 2% 1% %x2 %x2% 
White ..175.00 150.00 160.00 150.00 
Red -175.00 150.00 160.00 150.00 
Select Pl 
White 165.00 142.00 150 135.00 
Red 165.00 142.00 150.00 135.00 
No.1 
Common 
White ..140.00 115.00 135.00 120.00 
Red ....140.00 115.00 135.00 120.00 
No.2 
Mixed .... 90.00 65.00 80.00 55.00 
15” Shorts 
No. 1 
Common 
& Btr. ....100.00 70.00 80.00 65.00 
No. 2 
Commo 
15” Shorts. 65.00 40.00 55.00 30.00 





RED CEDAR SHINGLES 
FiIXXXX $7.50 per Sq. 
#2 5.40 per Sq. 
#3 3.40 per Sq. 





SOUTHERN PINE 
Vertical 


Grain Flooring B&Btr. Cc D 


ee eee 180.00 170.00 125.00 
Flat Grain 
Flooring 
= Rae ee 165.00 155.00 115.00 
Be a erate ecrog 165.00 155.00 115.00 


Drop Siding 


1x 6 Pat #106..165.00 155.00 118.00 
1x 6 Pat. #116..165.00 155.00 118.00 

Ceiling 
, Sa enn 150.00 140.00 105.00 

Boards and 

Shiplap 1x6 1x8 1x10 1x12 
No. 1 -115.00 115.00 115.00 125.00 
No. 2 ..., 73.00 75.00 75.00 85.00 
No. 3 67.00 67.00 67.00 75.00 

No. 1 Di- 

mension 12’ 14’ 16’ 18’ 20’ 
2x 4..79.00 81.00 85.00 88.00 88.00 
2x 6..79.00 81.00 85.00 88.00 88.00 
2x 8..79.00 78.00 78.00 81.00 81.00 
2x 10.86.00 86.00 86.00 89.00 89.00 
2x 12.94.00 94.00 97.00 100.00 100.00 


No. 2 Dimension 
ee 71.00 75.00 77.00 80.00 80.00 
2 x 6,168.00 70.00 71.00 74.00 74.00 
2x 8..71.00 70.00 69.00 72.00 72.00 
2x 10.77.00 78.00 77.00 80.00 80.00 
2x 12.72.00 72.00 75.00 78.00 78.00 
No. 3 Senisbendiels 
2x 4} 7. 00 
2x 61] 54.00 
2x 8; RL 54.00 
2x 10] 55.00 
a % 32) 45.00 





WESTERN PINE 


Ponderosa Pine 


Selects, ; 
S2 or 48 4/4 RW 5/4 RW 6/4 RW 
eg 180.00 200.00 200.00 
lg Speers 145.00 170.00 170.00 
Shop, S2s No. 1 No. 2 
ET Sie ara h a ona a ove Aan aaa 105.00 80.00 
EGE, irvine aleder date imal areas 105.00 80.00 
Commons, S2 or 4S No. 2 No. 3 
i 2 Seer rer 62.00 
oo es eee rr ee 90.00 61.00 
Trim 1x4 1x5 1x6 1x8 


Uppers RL.145.00 145.00 145.00 145.00 
y .100.00 100.00 100.00 100.00 


No. 2 RL... 90.00 90.00 90.00 90.00 

Idaho White Pine 

Selects, S2 or 4S 

5-6/4 

1x4 1x6 1x8 RW 
C RL...189.50 190.50 190.50 220.00 
D RL...154.00 154.00 154.00 190.00 

Commons, 

S2 or 4S No. 1 No.2 No.3 
ES Earn re 116.00 107.00 86.00 
2: See 143.50 112.00 86.00 

Sugar Pine 

Selects, 

S2 or 4S 4/4 RW 5/4 RW 6/4 RW 
B & Btr RL...230.00 230.00 230.00 
Cc RL. ..220.00 220.00 220.00 
D RL. ..195.00 195.00 195.00 

Shop, S28 No.1 No.2 No.3 
a ere ere 115.00 90.00 72.00 
GES: vanes Geant 115.00 90.00 72.00 
6 ere Ser eee 130.00 97.00 72.00 
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683,000 board feet and shipments 
hit 9,026,869,000 board feet. Pro- 
duction of Douglas fir lumber fo: 
1949 may exceed 1948’s record cut, 
Simpson pointed out. 


The weekly average of West 


Coast lumber production in No- 
vember was 193,626,000 b.f. or 
121.4% of the 1943-1948 average. 


Orders averaged 204,170,000 b.f.; 
shipments 214,475,000 b.f. Weekly 
averages for October were: Pro- 
duction 196,576,000 (123.3% of the 
1943-1948 average); orders 213,- 
777,000 b.f.; shipments 208,177,000 
b.f. 


Forty-eight weeks of 1949 cumu- 
lative production 8,765,058,000 b.f.; 
forty-eight weeks of 1948, 8,772,- 
134,000 b.f.; forty-eight weeks of 
1947, 8,157,253,000. 


Orders for forty-eight weeks of 
1949 break down as follows: Rail 
6,484,004,000 b.f.; truck 412,872,- 
000 b.f.; domestic cargo 1,337,- 
199,000 b.f.; export 312,791,000 
b.f.; local 618,817,000 b.f. 


The industry’s unfilled order file 
stood at 577,347,000 b.f. at the end 
of November. Gross. stocks at 
670,741,000. 





HEMLOCK 


Boards & 


Shiplap 1x6 1x8 1x10 1x12 
Uppers. _ 9.00 = 95.00 105.00 105.00 
No. 1 .. 53.50 53.50 53.50 53.50 
No. 2 43. 00 48. 00 48.00 48.00 
No. 3 .. 35.00 35.00 35.00 35.00 

No. 1 Di- 

mension 12’ 14’ 16’ 18’ 20’ 
2x 4..53.00 53.00 53.00 53.00 53.00 
2x 6..53.00 53.00 53.00 53.00 53.00 
2x 8..53.00 53.00 53.00 53.00 53.00 
2x10.53.00 53.00 53.00 53.00 53.00 


No. 2 Dimension 


2x 4..50.00 50.00 50.00 50.00 50.00 
2x 6..49.00 49.00 49.00 49.00 49.00 
2x 8§..49.00 48.00 48.00 48.00 48.00 
2x 10.48.00 48.00 48.00 48.00 48.00 
2x 12.48.00 48.00 48.00 48.00 48.00 


No. 3 Dimension 


2x 4) 35.00 
2x 6 | 35.00 
2x 87; RL 35.00 
2x 10 | 35.00 
2x 43) 35.00 





ENGLEMAN SPRUCE 


Boards & Shiplap 


Uppers 

NO. 2 iced cB 
WO. FD 2 ice Oee 
eG. SD wonses 63.25 





2x 4 51.50 
2x é | 51.50 
2x 87- RL 51.50 
2x 10| 51.50 
2x12 51.50 
No. 2 Dimension 
2x 4 47.00 
sx § 47.00 
2x 87 RL 47.00 
2x 10 47.00 
2x 12 $7.00 
No. 3 Dimension 
2x 39.00 
2x 6 39.00 
2x 8 RL 39.00 
2x 10 39.00 
2x 12 39.00 
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New Power and New Features in 
New “Weight-Saving” Diesel Tractors * New Middle-Weight Six-Wheelers 


Once again GMC leads the truck transport 
parade ... once again GMC introduces 
improvements in design...once again 
GMC widens the scope of truck performance. 


All along the line new 1950 GMCs lead the 
way. New camshafts, valves and manifolds 
step up the power of light-medium models. 
Wider seats, more headroom and improved 
sealing increase their cab comfort. And there 
are new chassis features, including new 
hydraulic and optional air brakes on 214-ton 


Transporters of building supplies and plumbing and 
heating equipment will find a model ideally suited to 
their hauling needs in the GMC line which ranges from 
4,600 pounds GVW to more than 90,000 pounds GCW. 
For example, the new “‘280” series of 11,000 pounds 
GVW, the new ‘‘470s”’ of 20,000 pounds and the new 
“400” six-wheeler of 24,000 pounds are all espe- 
cially well adapted to building material transport. 


EurpinG Propucts MERCHANDISER 


Ahead Again 





Light and Medium Duty Models 


models, new front springs and airplane-type 
shock absorbers on light trucks. 


The new models combine to offer GMC power, 
dependability and economy to many more 
operators. There’s a new 114-ton ‘‘280”’...a 
new heavy duty 214-ton ‘‘470”’ ... two new 
**400’’ and ‘620”’ six-wheelers ... two new 
“weight-saving”’’ Diesel-powered tractors 
built to handle maximum legal payloads in 
the 45,000-55,000 pound weight range. See your 
nearest GMCdealerfor complete information. 


uh 
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SOSS Invisible Hinges are a must for any 
complete builder’s Hardware line. Stock 
them—display them—and they’II sell them- 
selves. With each passing year more and 
more architects, builders and contractors 
are using these unique and modern SOSS 
Hinges because they are the only hinges . 
that are mortised in the door where they 
are completely hidden from view. There 
is no protruding hinge butt to mar the 
graceful streamlining of modern design. 
SOSS Hinges are nationally advertised in 
leading consumer, architectural and build- 
ing publications. You'll find that they will 
definitely help increase your profit picture. 
For complete information and prices just 
attach coupon to letterhead and mail. 


ISOSS 


INVISIBLE. 
HINGES 































ATTACH COUPON TO LETTERHEAD AND MAIL 


SOSS MANUFACTURING COMPANY 
21783 Hoover Road, Detroit 13, Michigan 


Please send me complete information and prices. 
NAME 
STREET 
CITY « STATE 
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The Cost of Substituting 





I WAS TALKING with a man who had sold lumber 
for 20 years. “I wish when I started in business I could 
have had the assistance that the ‘Realm of the Retailer’ 
is to a beginner these days,” he said. As usual, I blushed 
and said nothing. “I have been pleased,” he continued, 
“that you have advocated the carrying of good-sized 
stocks. It is the only right thing to do, and this is one 
particular reason why it is: You may keep an eye on 
a dealer whose policy it is to carry a small stock, and in 
a hundred years he’ll never amount to anything; that is, 
he will never get above being little potatoes in the lumber 
world, for he will have no foundation under him to build 
on. One of my competitors here is a small stock man. 
If he has a call for anything out of the very ordinary 
he is obliged to fill in from the other yards. The other 
day he sold a little bill that was to be taken right out, 
and he called me up for two items. Now I don’t know 
whether the man who bought the bill was all the time in 
the office or not, but if he was what kind of an impression 
must it have left in his mind? We will say you go into 
a grocery store to buy a little bill of goods. You will pull 
out the list from your pocket and read it off. One of the 
items is candles, say. You hear the merchant asking 
some outsider over the telephone if he has got any 
candles. Another item is ginger, and you hear the in- 
quiry of another store if it has ginger. It will set you 
to thinking that you are buying goods of a one-horse 
concern, and that possibly you might do fully as well if 
you went to headquarters. 

“There is one disadvantage in a small stock that I do 
not think you have mentioned. It should be the aim of 
every dealer to make the expense of selling his goods 
as small as he consistently can. If I am selling 500,000 
feet of lumber a year, and the cost of selling it is $2 a 
thousand, at the end of the year I am $250 better off 
than I would be if it cost me $2.50 a thousand to sell it, 
and that amount of money does not grow on every twig. 
It doesn’t take many two-hundred-and-fifties to make up 
the sum total that the average retail dealer rakes together 
as his net profits in a year. 

“Proportionately it always costs the small stock man 
more to dispose of his lumber than it does the man who 
carries a good assortment. He is everlastingly substitut- 
ing at a sacrifice. Suppose for instance a customer runs 
in who wants a half dozen 2x4-14s. It isn’t in stock, and 
what must be done? One of two things; the dealer either 
cuts longer pieces down to that length, leaving pieces 
which are no good, speaking commercially, or he tells the 
customer to take the longer pieces at the same price. Ten 
to one he does the latter. It is just so in regard to many 
items which leave the small stock yard. The substituted 
article cost the dealer a big percent more than the item 
which was wanted, yet not a cent more was got for it. 
You see people want what they do want, and they are 
not going to pay an extra price to help the dealer out. 
We must accommodate our customers; they do not ac- 
commodate us. The dealer who does not have what is 
wanted, but who says of a higher priced article, ‘I will 
put that in at the same price,’ is selling goods at a dis- 
advantage.” 

—Met L. Saley, AMERICAN LUMBERMAN 
Aug. 19, 1899 
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NEW YEAR: Washington, at the moment, is 
between two seasons; getting swabbed up after 
‘49, and filling the tanks for the ‘50 flight. Congress 
is back, tuning the legislative motors; and the ad- 
ministrative agencies that have been working their 
heads off preparing reports for Congress are get- 
ting braced for committee hearings. Things are set 
to roll but at present not a whole lot of spot news 
is breaking. The offerings are chiefly long range 
predictions. 

MOST PREDICTIONS continue to be pretty good. 
But it should be repeated that your own estimates 
can be better for your own area than are those of 
the experts. They must include national factors 
that may touch your markets lightly. However, it's 
smart to know about them. For example, sliding 
farm prices could mean the sale of fewer shoes io 
farmers; and shoe manufacture may be your big 
local industry. 


THE PRODUCTION INDEX, so most of the experts 
think, will go higher in 1950 than it was at the be- 
ginning of the fourth quarter of 1949; and they 
make the same guess about wholesale and con- 
sumer prices. The melancholy footnote is that most 
of the wizards think production and prices will 
also go lower in 1950; though, sure enough, not at 
the same time. Higher about midyear or a little 
earlier; and a minor decline some ten months from 
now 


HOUSING MARKET: There’s still a lot of demand 
for living units and probably will be for a long 
time to come. But don’t kid yourself that just any 
kind of house will sell at just amy price. Of course 
you don't think so; unless you do business in an 
area where market factors are wholly abnormal. 
It's already harder to sell houses, even in the pop- 
ular $9,000-$12,000 bracket; and the smart boys 
think it isn't going to be any easier, come July. 

SALESMANSHIP: This situation, so industry 
leaders say, shouldn't be considered unusual. It's 
a return to what all veteran dealers know. When 
John Customer begins getting control of the market, 
and he usually does have control, most of the time, 
then builders are obliged to reduce costs and make 
sure they really know what John will go for. . 
Better expect an increase of partial prefabrication 
and more installed house equipment. Maybe not 
now, but soon. 


RENTAL UNITS will begin catching up this year. 
Note we said they'd “begin” catching up. Building 
for rent is still a good market; good enough, if you 
know what we mean, to make it improbable that 
rent controls will be completely lifted by this Con- 
aress, 
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WASHINGTON 


CALENDAR 


LEGISLATIVE GUESS: The expanded social 
security is likely to be passed by Congress. Taft- 
Hartley will not be repealed, and health insurance 
will not be enacted. The Brannan plan has little 
chance with this Congress; but it is said to be gain- 
ing strength with farmers, due to declining farm 
income. Antitrust laws will be tightened some- 
what; and the margarine tax will be repealed un- 
less it hits into a violent filibuster, as it may do. 

ARCHITECTS expect little spectacular change in 
house design, these next half dozen years; and this 
may be important to dealers when selling toughens 
up. Customers will not be waiting for stabilized 
styles. If theres a trend, it's toward one-story 
houses, double-pane big windows, dining alcoves 
or areas, storage walls, mechanical equipment 
such as automatic washers and ranges, and pre- 
assembled bathroom and kitchen units. 


NEW MARKETS: It's smart to keep an eye on 
three items, though you may not find them all major 
sales outlets. The first is schools. In the near future 
the school problem, both construction and financ- 
ing, is going to be a tough one. A less sizable 
market but definitely on the increase is church 
building. And if yours is an industrial center you 
can expect a lot of people to build homes on tracts 
in the country. That's really one to watch. 

OLD NEW MARKETS: Raymond M. Foley, Ad- 
ministrator of the H&HFA, tells builders that in ‘50 
they should exceed the ‘49 figuré of some million 
housing units. He says the big: need now is for 
houses to rent from $45 to a little more than $70 
a month; or houses of similar cost built for owner 
occupants. This is aimed at the so-called middle 
income group. ‘Middle income” varies a lot from 
place to place. Roughly, it’s $500 a month. 


ECONOMIC ADVISERS: Too early to be positive 
about the position of the White House in regard 
to business. Better watch the President's budget 
message; not released at this writing. But the re- 
port of the Council of Economic Advisers, while 
upholding Fair Deal ideas, says that business and 
government can work together on the basis of sup- 
porting free enterprise. 


THE REPORT is necessarily pretty general, and it 
uses some words you don't meet down town on 
Saturday night. For example, it wants no truck 
with “the doctrine of secular stagnation; which 
seems to be the doctrine that business has reached 
its limit and shot its wad and that the government 
must now take over and supply the horsepower for 
further expansion. The report says that's all phony. 
It can be done by business with government co- 
operation. 
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K&M No. 4 Spanish Red Roofing Shingles, applied by 
Pyramid Roofing Co., are a highlight of the Cherryhurst 
section in Houston, Texas. 


Buitaing Owner Brady M. Steele writes, “It became necessary to 
re-roof the building housing the Cherryhurst Pharmacy and other 
establishments.”’ He adds, “‘I was so impressed with the qualities 
of the ‘Century’ No. 4 Red Asbestos-Cement Shingles that I con- 
tracted with the Pyramid Roofing Company to put this material on 
the roof. Now that the job is completed I am more than pleased 
with the results. The entire building is enhanced by the roof.” 


Mr. Brady M. Steele 


Another K&M roofing job . . . another well-pleased customer. K&M 
shingles will do it every time, as you can convince any contractor, 
roofer, builder and architect. One look at trim, hexagonal K&M No. 4 
shingles—in Spanish red, surf green, black, pearl gray and mottled 
gray —shows their “‘dress up” value. And your trade can quote right 
on shingles so easy to apply, because of large size, plus punching and 
notching for automatic true laying, working from either left or right. 


You can give builders and others the biggest consumer selling points 
of all—resistance to fire, weather, rot, rust and upkeep. You know 
that K&M shingles will make good. That’s how they make good 
business for you. Your K&M Distributor will give you full details, 
or write us direct. 


Original manufacturers of Asbestos-Cement Shingles in this country 


KEASBEY & MATTISON 


COMPANY - AMBLER - PENNSYLVANIA 





CONSTANTLY CALLING ON THE TRADE AND CONSUMERS FOR YOU IS K&M ADVERTISING IN 


American Builder + Practical Builder* American Roofing & Siding Contractor « Architectural Record 
Time « Newsweek + Business Week * Country Gentleman * Successful Farming 
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The ABCs of Good Customer Relations 
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Alert to Buyers Interests. 
Business Built on Consumers Benefits. 


Complaints Adjusted Constructively. 


Sow > 


Departments for Buyer’s Convenience. 





i 


Every Customer a Guest. 


F. Follow-through After the Sale. 

G. Good Housekeeping in Store. 

H. Hold Frequent Training Sessions. 

I. Intelligent, Enthusiastic Sales People. 


J. Jump When a Customer Enters. 


a 


Know the Clients Needs. 


Likeable People as Employes. 


2m 


Make it Easy for People to Buy and Pay. 
Never Neglect a Visitor. 
Overlook Nothing that Will Bring Buyers Back. 


Patience with Cantankerous Clients. 


wo 8 


Q. Questions answered Accurately. 
R. Reasonable Prices Displayed. 


S. Sincere Spirit of Service. 


T. Telephone Used for Good Will. 

U. Utmost Attention to Women’s Preferences. 
V. Voices Pleasant and Cheerful. 

W. Want Book for Out of Stock Items. 


X. “Xtra” Sales from Related Items. 


Y. “You” Attitude, consistent. 


Z. Zeal for Ever Better Relations. 


veut Frood 


Copyright waived. Permission to reprint granted. 
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66FF YOU CAN’T get it in 
West Fargo, you can’t get 
it anywhere.” 

That advertising theme used by 
the Crane-Johnson Co., Inc., Fargo, 
N. D., is more than a cute promo- 
tional phrase. The West Fargo 
Lumber and Supply Company’s 
stores in West Fargo, two of Crane- 
Johnson’s 11 yards in North Da- 
kota and Minnesota, sell everything 
you would expect to find in a lum- 
ber yard and many things that you 
wouldn’t. 

As Master Merchant Ward D. 
Briggs, president of Crane-Johnson 
explains it, “Our aim is to make 
our place of business the place of 
business: in town. When we find 
that other stores do not have items 
people are calling for, we’ll stock 
them ourselves. 


“KEEP THE TRADE AT HOME” 


“If we have a motto, it’s ‘keep 
the trade at home.’ We tell our 
managers that our stores should be 
the place in town to trade and they 
are the principal business men in 
that town.” 

It was this ability to adapt to 
business conditions that kept the 
company going in the depression 
of the 1930’s. If there was no hard- 
ware store in town, Crane-Johnson 
would put in hardware. The com- 
pany made money in the depression 
by taking advantage of circum- 
stances. In many towns Crane- 


Johnson became the general store. 

All but three of the Crane-John- 
son yards handle these basic items: 
lumber, hardware, paint and fuel. 
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COVER: Truckers to the West Fargo 
stock yards stop here to gas up, cash 
their checks and buy everything they 
need in the line of building materials. 
Master Merchant Ward D. Briggs. 


Seventy-five percent of the Crane- 
Johnson business is farm business. 
This ability to adapt its business 
to circumstances is best illustrated 





Convention Attendance Means 
Better Management 


One management factor that isn't 
stressed enough, believes Master 
Merchant Ward D. Briggs, is con- 
vention attendance. As former presi- 
dent of the Northwestern Lumber- 
men's Association, Mr. Briggs is in a 
position to know. He believes every 
key employe, in addition to the man- 
ager, should be encouraged to at- 
tend conventions. 

"How do you expect your man- 
agers to know merchandise if they 
never have an opportunity to see it?" 
he asks. "Conventions are one of the 
finest training schools readily avail- 
able to all dealers. We believe our 
men who attend conventions have the 
edge on competition." 

Crane-Johnson Co. sends its yard 
managers off to conventions, pays 
their expenses and tells them there's 
a lot to see aand learn there. They 
return better satisfied and better in- 
formed than when they went. 








Trade at Home 


HEADQUARTERS of the Crane-Johnson 


Co. is Fargo. 





CHIEF EXECUTIVES of the 
Johnson Co., Inc. are Ward D. Briggs, 
president, left, and Asmund Hvidston, 
vice-president. 


in the West Fargo yards, where 
trucks bound to and from the stock 
yards go right by the door. 

Gasoline pumps were installed 
outside the most modern of these 
stores. Truck drivers were glad 
to stop and gas up when they dis- 
covered that the checks received for 
their livestock could be cashed here. 
It is only natural for a farmer or 
truck driver to spend some of his 
new cash provided he can find what 
he wants. And Ward Briggs and 
his crew see to that! 

Few building materials stores 
carry such a diversified line. You 
can buy anything from snow fenc- 
ing to razor blades in these stores. 
A partial list includes the follow- 
ing: 

Truck bodies, wooden and steel 
water tanks, silos, hog feeders, 
posts; gates (steel and wood); 
lightning rods, barn equipment, air 
compressors, deep-well motors, 
kitchen sinks; copper pipe and gal- 
vanized pipe; farm septic tanks; 
guns and ammunition; fly nets for 
horses; saddles and whips; truck 
flares, cream cans; gloves, hand 
concrete mixers, ironing boards; 
beet boxes, grain boxes, hog houses, 
garages, outhouses; bathroom 
scales, electrical hedge trimmers; 
thermos jugs, power mowers; belts 
for farm machinery; jacks, log 
chains, auto heaters, lawn sprink- 
lers; spark plugs, electrical fixtures, 
insulation wire and plumbing ac- 
cessories. 

All of the above items are in addi- 
tion to major building supplies. 
Farm buildings and equipment are 
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if there’s a real demand for a product, Crane-Johnson Co. 
will stock it. That’s how Master Merchant Ward D. Briggs, 
Fargo, N. D., made money in the depression of the Thirties and 
another reason why his organization is doing so well today 


fabricated at the West Fargo plant. 
These range from hog houses to 
outhouses, also including’ truck 
bodies and feed bodies. 

In this urge to supply consumer 
demand, Master Merchant Briggs 
admits of some merchandising er- 
ors. Appliances, particularly ra- 
dios, called for too much servicing. 
Washing machines have proved a 
notable exception. Both electrical 
and gas-powered washing machines 
are sold in five Crane-Johnson 
yards. Experience indicates that 
washing machines require a mini- 
mum of service. 


STRONG RADIO ADVERTISER 


A $5,000 advertising budget is 
largely spent on newspaper space 
and radio time plus direct mail 
pieces issued by U. S. Gypsum and 
Johns-Manville with the Crane- 
Johnson imprint. Three daily ra- 
dio spots reach thousands of rural 
listeners. These spots not only ad- 
vertise standard and seasonal mer- 
chandise and prices, but tell how 
the products mentioned can be used. 

Consumer financing is one of the 
cornerstones of the company’s mer- 
chandising success. 

“T don’t see how a dealer can get 
along without a good financing 
plan,” declared Mr. Briggs, who 
uses ABC, especially for the size- 
able volume of kitchen and general 
home remodeling handled by the 
company in cooperation with con- 
tractor customers. 

Inventory control is through 
pickup and stock sheet records in 
the various yards. Items are added 
to the record sheets as they are 
received. A test inventory is taken 
at least once a year. 

Sales meetings are held several 


times each year when manufactur- 
ers’ representatives explain the 
latest products and how to mer- 
chandise them. 


EMPLOYE INCENTIVES 

Mr. Briggs is a great believer 
in employe incentives, which range 
from top salaries to pensions. After 
experiencing the inequality of an 
unfair bonus system in his early 
days in the lumber business, he is 
firmly opposed to tying a mediocre 
salary to a big bonus. He believes 
bonuses, if any, should be earned. 
Therefore, when Crane - Johnson 
pays a bonus, it is on a sliding scale 
based on business conditions and 
the worth of the employe to the 
company. 

“We find that most young people 
want security these days,” added 
Mr. Briggs, explaining his system 
of hiring. “We give our people that 
through a pension plan that we’ve 
had for the last five years. We bear 
the entire cost. An employe becomes 
eligible for the plan after three 
years’ employment. An employe 
can retire after 30 years’ service— 
at either 60 or 65 years of age. 

“The plan, which is based on a 
percentage of earnings, about 
doubles the retired employe’s social 
security payment. The plan was 
made retroactive so that long-term 
employes will benefit much earlier 
than otherwise. About two-thirds 
of the company’s employes are al- 
ready under the plan. 

This policy of good wages coupled 
with a pension plan, paid vacations, 
insurance and similar employe bene- 
fits is a good thing for the com- 
pany as well as the employe, be- 
lieves, Mr. Briggs. After a few 
years of proven service, the em- 
ploye does not want to quit and he 





BARN EQUIPMENT and supplies are set out where truckers can see it at one of 


Crane-Johnson’s two stockyards stores. 
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BILLBOARD ADVERTISING is aimed 


at the truck drivers who must pass the 
sign to unload their stock. 


ONE of the Crane-Johnson fleet of de- 
livery trucks. This new two-ton model is 
giving excellent service. 


SHOP in West Fargo fabricates a large 
number of farm buildings, truck bodies 
and feed bodies. 
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Any fact, statistic, product use and application data, estimating table you 
may want — about any material you handle— 


YOU WILL LIKE 


the 


1950 
DEALER 


PRODUCTS FILE 


to be published April 8, 1950 
with the 


NEW 


The name and address of leading manufacturers and jobbers of all build- 
ing products — whom you wish to locate and contact 


ALL AT YOUR FINGER TIPS WITHIN 10 SHORT SECONDS 





THIS BIGGER THAN EVER, BETTER THAN EVER 


1950 DEALER PRODUCTS FILE WILL PERFORM 
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It's a Sales Manual. Never before has such a com- 
plete, usable, authentic book of product data been 
assembled—especially for you. 


. It's a Building Products Cyclopedia. Do you remem- 


ber the Cyclopedia of Building Terms published by 
American Lumberman several years ago? Certainly 
you do. It has become one of the most famous and 
popular books ever published in this industry. 


The Cyclopedia, enlarged, abridged, and improved 
—serves as the index for the 1950 DEALER PROD- 
UCTS FILE. 

You will have both a thumbnail definition of every 
product fact and statistic in the front of the book: 
plus the complete explanation in one of the 25 big 
product sections. And it’s ready for you to find in 
10 seconds or less. 


It's a Buyer's Guide. Using the same simple, easy 
to use index form; leading manufacturers and job- 


5 IMPORTANT SERVICES FOR YOU 





bers, their address, and the products they make or 
sell, are filed for you—ready to be located instantly, 
as you wish to get in touch with them. 


. It's a Complete Products Catalog. More manufac- 


turers and jobbers will add their particular product 
story to the Dealer Products File than ever before in 
a retail dealer publication; making it the most com- 
plete building products catalog ever published— 
especially for you. 


. It's a Text to Train Men in this Industry. Experi- 


enced personnel are one of the most important 
requisites in this field. Every dealer, salesman, 
estimator, yard and shop man; in fact, everyone 
interested in the sale of lumber and building ma- 
terials, will agree that the 1950 Dealer Products File 
is the finest, most helpful building products book 
he has ever seen. 
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is becoming increasingly valuable 
to the company. Seven of Crane- 
Johnson’s yard managers have been 
with the company for more than 12 
years; four of these for 24 years 
and more. Dean of the yard man- 
agers is H. H. Swigen, who has 
been manager of the Hannaford 
(N.D.) yard for more than 40 
years and a-director of the com- 
pany. 


Yard managers in the Crane- 
Johnson organization are given al- 
most the same liberty as independ- 


ent yard executives. They do their 
own hiring, pay their own bills, do 
their own buying (with the excep- 
tion of lumber and one or two other 
items). The latest manufacturers’ 
information is made available to 
yard managers, but the decision to 
buy is up to them. 

“If a man buys a product him- 
self,” reasons Mr. Briggs, “he is 
more interested in it and he will 
try and sell it. We never force an 
item onto our managers. All we 
do is oversee.” 

Crane-Johnson managers and per- 
sonnel are encouraged to become 
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a part of the town in which they 
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DIVERSIFIED ITEMS carried in the 
stock yards stores are seen in these pic- 
tures. There are belts for farm machinery 
(left); saddles and bridles, also whips 
(far left). The islands (left above) have 
a great range of items: plumbing acces- 
sories, insulation wire, electrical fixtures, 
spark plugs, car heaters, machine oil and 
cheese cloth. Note complete supply of 
farm and garden tools (above). 





live. Like most Master Merchants, 
Mr. Briggs is active in community 
and business life. He has served 
as president of the Kiwanis Club of 
Fargo and the city’s board of edu- 
cation. He has been active in Com- 
munity Crest drives and similar 
activities. Following a two-year 
term as president of the North- 
western Lumbermen’s Association, 
Mr. Briggs became a member of 
the executive committee of NRLDA. 

The Crane-Johnson business 
name is an old and famous one in 
North Dakota lumber circles. While 
North Dakota was still a territory, 
Maynard Crane established the 
first retail yard in Cooperstown in 
1883. He was later joined in part- 
nership by John E. Johnson. The 
company gradually expanded until 
today there are 11 yards, all in 
North Dakota but one located in 
Pelican Rapids, Minn. 








ALL TYPES of fencing are sold by Crane-Johnson. Snow fencing and wood posts are in heavy demand. 





















Homespun Humor Combined 
with Selling Copy 


THREE BROTHERS, Russell, 
Beazel and Clinton Strait, who op- 
erate a modern, progressive yard 
in Aurora, Colo., have aroused a 
lot of favorable comment with their 
weekly cartoon ads. The New 
Year’s ad shown here is typical. 
“Strait Shootin’ Pete” always has 
a bit of philosophy for his readers. 
Good sales copy always runs in the 
same ad. 


STRAIT SHOOTIN’ PETE 
MA i 4 ee 


Resolve now to buy 








These building products merchants have developed ideas 
that arouse reader interest as well as sell goods 


WELL, FOLKS, HERE'S 
HOPING AS WE STEP 
INTO THE NEW YEAR, 
WE’LL LEAVE OUR 
ACHES AND PAINS 
IBEHIND-AND EXCUSE 
OTHERS THEIR 
MISTAKES. EVEN AS 








during the coming year 
where quality and econ- 
omy is an established 
fact. Our many years of 
reputable business has 
built our enviable repu- 
tation in Aurora. 


They are allowing up to $100 for 
old refrigerators toward the brand 
new famous International Har- 


vesters. They also have in stock 
G. E. Refrigerators that can be 
bought on easy terms. Yours 


Uy se. 
GRACE (Latin) 
Signifying “Favor” 


Manufacturers’ Trademarks 
Catch Consumers’ Eye 


NATIONALLY - ADVERTISED 
brands of building materials are 
emphasized in advertising by the 
Stark Lumber Co., Denver, Colo. 
The ad shown here appeared in the 
telephone directory. Each brand 
listing is a copy of the actual trade- 
mark of the product—lumber, tools, 
gypsum, hardware, acoustical wall- 
board, paint and cement products. 





Dealer pbduertising Promotion 
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than before, but placing heavier 
emphasis on the cooperating manu- 
facturer. As a result, building con- 
tractors and home owners who have 
been satisfied with a single manu- 
facturer’s brand in the past, are 
giving us their business.” 


Gift Certificate with a New 
Twist 


HERE is another clever promo- 
tional stunt by Grossman’s, the 
Quincy, Mass. firm featured in 
AMERICAN LUMBERMAN, November 
19, 1949 (“Dealer Home Program 
Clicks”). Any dealer can capitalize 
on the publicity just as Grossman’s 
does. 

Joining with other merchants in 
New Bedford, Grossman’s offered a 
five-dollar gift certificate to the 
parents of the first baby born in 

























WE'RE HOPING TO xx * New Bedford in 1950. To draw 

GET BY WITH OUR SHEET ROCK maximum interest to its individual 

OWN SHORTCOMINGS) ch eth 656,007" effort, Grossman’s ran its own ad 
tmnt " §67.00°" separately. 

x** Dealers can copy this idea to 








their own advantage in several 
ways. Gift certificates for parents 
of babies born on Washington’s 
birthday, Fourth of July, Thanks- 
giving, etc. A bit of human inter- 
est copy with the ad is sure to be 
read. 


Ask obout our Vinres for cov- 
ering all types of wal!boord. 
4 Apply it yourself with o brush. 
Covers oi! cracks, nails, dirt, 
etc. Looks like plaster. 25 Ib. 
socks $4.50. Covers approsi 
mately 200 square feer 


MBER CO 


PHONE EA. 6802 AU. 355 
11,150 E. COLFAX AURORA, COLO.§ 
















ARN A AA RAR) SR RR RAR SAR RA Raa Sets 


TO THE PARENTS OF 
THE FIRST BABY WE HAVE A 
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Ad Copy Arouses Readers’ 
Curiosity 
A NOVEL TWIST in their copy 


has sold appliances for the m7 
Schwartz Lumber Co., New Bed- 


mowers yee eer ee oye 








ford, Mass. Ads in the classified nm acme Keystone $263 
column are inserted in the form of a 
a personal letter written to “Dear i 
> «666 2 27 9? > ss 7 
Bertha,” “Dear Priscilla, etc. The The 2-column six-inch ad also em- WORTH ‘£5.00 ; 
copy then goes on to explain the : 5 “ . . ‘ 
ede , phasizes the company’s slogan, Y 
origin of the name and swings Dealers of Nationally-Known Prod- IN MERCHANDISE E 
neatly into a selling message. pees REDEEMABLE AT OUR é 


NEW BEDFORD STORE 


sees 


DEAR PRISCILLA:— 

Your name, of Latin origin, sig- 
nifies “Somewhat Old.” If this is 
the condition of your refrigerator 
why not trade it at once at 
Schwartz Lumber, 664 Broadway? 


“We never mention a product P 
without coupling it with the name GROSSMAN’S 
of the manufacturer,” said a Stark v 
company official. “In many of our 27 ASHLEY BLVD 
ads, we are using fewer products Server sa ts ceryervereer: 


saa SS SSAA RA Rock Sh AES SA SS A 


VSD ERE OR SRE as Sl YEO SOS OS SS SS YL 
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ALUMINUM 








Tie in with 


the best-known name in aluminum 


There’s plenty of business, plenty of profits waiting for dealers who 
stock and sell Alcoa Aluminum Roofing. Over a million farm build- 
ings have roofs of Alcoa Aluminum and more are going up every day. 

To help you sell, Alcoa supports you with sales helps, literature, 
signs and a great nation-wide advertising program reaching your 
customers through both national and regional farm magazines. 

For extra sales of aluminum roofing, tie in with Alcoa, the best- 
known name in aluminum. For information on the Alcoa line and the 


sales-getting program behind it, mail the coupon below, today. 


ALCOA 








ROOFING SHEET 
ee 
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STRONGEST ALUMINUM ROOFING 


Alcoa Roofing is the strongest, gauge for 
gauge, of any aluminum farm roofing. 
Sell Alcoa and you sell the best. 


FULL LINE OF TYPES— ACCESSORIES 


Alcoa Roofing comes in all standard 
lengths, both corrugated and V-Crimp, 
with a full line of matching flashing and 
ridge roll accessories. 








ee a 


ADS THAT TELL, HELP YOU SELL 


Fact-packed ads on Alcoa Roofings are 
running in leading national, regional and 
special farm magazines. This program is 
producing thousands of sales-making in- 
quiries for Alcoa dealers. 


[ACOA 


a — 2 
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DISPLAY THIS SIGN 
Attractive, colorful signs are supplied 
free to Alcoa dealers. Ask your supplier, 
or write to Alcoa for yours today. 
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AMERICAN LUMBERMAN begins 
with this issue a series about yard 
layout and planning. The subject will 
be treated in an entirely new manner, 
developing all phases of arrangement, 
types of sheds and warehouses, and 
store and office facilities from the 
standpoint of various business objec- 
tives. Thus, any dealer planning to 
alter or adapt his present yard, will 
be able to find the formula that ap- 
plies to his own individual problem. 





Introduction to Modern Yard 
Layout and Design 


Handling and storing lumber 
and building products is a 
matter of straight line flow 
planning 


7OR MANY YEARS there has 

been a tangible need for a 
comprehensive study of yard lay- 
out, shed and warehouse design, 
and store arrangement and mer- 
chandise display expressly for the 
retail lumber and building prod- 
ucts dealer. 

Such a study, in book or article 
form, is immediately made com- 
plex by the fact that there is no 
stereotyped formula that can be 
made to apply to all dealers. There 
are so many different types of deal- 
ers, SO many variable factors that 
must be considered, that any help- 
ful advice to a particular organi- 
zation frequently becomes a mat- 
ter of individual counsel. 

At this particular time, a re- 
view of these important factors is 
especially timely; because in every 
situation no matter what the type, 
size, or location of the dealer may 
be, they have a tremendous in- 
fluence on the cost of handling the 
products that flow through the 
yard. With all phases of business 
operation at an _ unprecedented 
high cost level, and with no pros- 
pects for any of them to be sub- 
stantially reduced, it is quite neces- 
sary that any item of overhead 
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that can be made more efficient or 
economical be adopted. 

Fortunately, there is a sufficient 
common ground of interest that 
applies generally to all dealers to 
permit an effective discussion of 
modern trends in yard layout and 
shed design; and this and subse- 
quent articles to appear in this 
series will develop the subject step- 
by-step. It is hoped that as a re- 
sult, any dealer who wishes to 
survey his physical layout from 
the standpoint of altering or adapt- 
ing it to do a more efficient job 
can do so. 


STRAIGHT LINE MATERIAL FLOW 


There is one fundamental prin- 
ciple that applies to all yard lay- 
outs and arrangement, no matter 
how large or small, or what its 
operational practices may be. The 
closer it can approach a straight 
line flow of products from the time 
they are received to the time they 
are delivered or carried out, the 
more efficient and economical is its 
handling procedure. 


This does not mean that sheds, 
warehouses, and other buildings 
must be lined up in a row, al- 
though there is a rapidly growing 
trend toward greater concentra- 
tion of structures in yard planning. 
By straight line is meant that all 
materials pass through the yard 
with an absolute minimum of han- 
dling time; that each move places 
them in the most advantageous 


position for storage, delivery, and 
in many cases for display in a 
store. 


FACTORS THAT DETERMINE YARD LAYOUT 


Keeping this straight line prin- 
ciple in mind, how is it applied to 
the operation of a lumber and 
building products yard? Here are 
the major considerations that must 
be analyzed before a straight flow 
layout can be made. 


1. How, and in what volume, 
are materials received from 
manufacturer or jobber? 

a. Straight carload 
b. Mixed carload 
ce. Less carload 

d. Motor transit 


. How, and in what volume, are 
materials delivered to cus- 
tomers? 


a 
—- aor 


HANDLING of lumber is primarily com 
plicated by the fact that it is still largely 
shipped from the mill in box cars, mak- 
ing unloading a hand operation. 
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ADAPTING the particular dealer operation to the size and shape of the property on 
which it must be located is the primary consideration in yard planning. The majority 
of yards fall into one of these geometric patterns: triangle, rectangle or square, “tee,” 


or “ell.” 


a. Large unit deliveries 

b. Small unit deliveries 

ce. Pick-up business carried 
away by the customer him- 
self 


In most yards all of these fac- 
tors must be considered in yard 
layout, although a high percentage 
of any one will call for a special- 
ized arrangement for maximum 
efficiency. 


3. What amount of material re- 
work is done in the yard? 

a. Special millwork; cabinets, 
sash, etc. 

b. Rough millwork; prefab- 
ricated farm buildings, 
pre-assembled or pre-cut 
sections; resawing, etc. 

ce. Service cutting; special 
cutting to size, usually 
done to accommodate a 
small unit customer 


4. How many small items, and 
in what volume, are handled? 
a. Where the major portion 

is delivered in large lots 
b. Where the higher percent- 
age is sold in small unit 
sales to consumers from a 

store or office area 

This point is important in yard 
layout; for in cases where the bulk 
of small item business is sold in 
large lots the method of storage is 
different from the yard that does 
a large volume of small unit sale 
consumer business. In the latter 
case, it is far more efficient to 
carry the inventory in or adjacent 
to the store area, a method that 
in most respects is not efficient for 

a dealer that sells in large lots. 


YARD PLANNING MUST FIT THE PROPERTY 
Before giving specific examples 
of good layout, there is another 
factor that must be considered— 
he size and shape of the property. 
Chis being an established, unalter- 
able factor, yard arrangement— 
according to the requirements as 
determined by the operating meth- 


BUILDING Prepucts MERCHANDISER 


ods covered in the four points 
above—must be made to fit. 

As we all know, there is a tre- 
mendous variation in yard prop- 
erties. Not only are the geometric 
shapes different, but some also in- 
volve difference in levels. By way 
of encouragement, however, even 
though some properties lend them- 
selves more easily to efficient lay- 
out, there is no situation for which 
there is no effective answer. It is 
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entirely possible to arrange a suit- 
able yard to fit any space, and to 
adequately handle the dealer’s spe- 
cific operating requirements. 

It has been found, by studying 
thousands of yards throughout the 
country, that practically~ all fall 
into one of the following geometric 
forms: a square, rectangle, tri- 
angle, tee, or ell. Thus, the prob- 
lem of giving typical examples of 
good layout practices to fit all 
dealers is-not so complex as may 
be imagined. 

The next articles in this series 


‘will discuss each shape, and the 


various ways that each one can 
effectively be laid out. Following 
this, we will give specific details 
for sheds, warehouses, and other 
yard buildings, and their function 
in a straight line layout. 

Store positioning, layout, decora- 
tion, and fixtures will also be dis- 
cussed as a part of this series. At 
their conclusion, any dealer who 
may wish to evaluate the efficiency 
of his present facilities and meth- 
ods, or to revise them, may be 
better able to do so. 


(ee oe) 
LUM i 
BER 


MECHANICAL equipment has played an important part in the reduction of yard 
handling costs. Lift trucks now perform a wide range of services, both inside and out- 
side of warehouses. Power and gravity conveyors also save countless man hours in 
moving, loading and storing all types of products. 
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BILLBOARD SIGN HAS A TWO-FOLD MESSAGE 





INSTITUTIONAL ADVERTISING and public-spiritedness are combined in the bill- 
board signs sponsored by Willard Allen of the Allen Lumber & Fuel Co., 
Every one of Allen’s roadside signs has an outline map of the state of Wisconsin show- 
ing the location of Wales. Each sign bears the legend The Heart of America’s Dairyland. 


Wales, Wis. 





BUILDING A BUSINESS ‘IN PLAN BOOKS 


Catalog issued by Albuquerque (N. M.) firm has developed many new-home 
prospects; classified advertising built plan-book sales into a $4,000 annual 


business 


BACK IN 
1930, the A. R. 
Losh Co., build- 
ing supply deal- 
ers in Albuquer- 
que, N. M., be- 
gan dabbling in 
home plan books. 
Actual construc- 
tion was slow, 
but a definite 
trend developed 
toward follow- 
ing southwest- 
ern design in lo- 
cal architecture. 
The demand for 
the Losh plan 
books increased 
until now the 
company carries 
a large selection 
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PLAN BOOK rack is located just inside the entrance of the 
A. R. Losh Co. store on North Fourth Ave. in Albuquerque, 
N. M. 
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of books covering every type of ce- ert 
sign. A. 
Losh started with a plan book § ** 
designed for New Mexico builders ” 
who wanted to follow the develop- — 
ing pattern of southwestern archi- ee 
tecture which emphasizes elements = 
borrowed from the early Spanish ee 
colonial times and the ancient In- ae 
dian pueblos. Copies sold out. Losh a 
took classified advertising in news- 
papers and local magazines outside 
New Mexico. SI 
As the demand for plan books Ul 
increased, Losh started issuing a 
free catalog of the books. His 1949 
book list was an eight-page bro- Ss 
chure featuring plan books for one- re 
family houses, duplexes and multi- di 
ple units, miscellaneous books on W 
farm ‘buildings, books on home tk 
decoration, construction guides for tl 





the home owner, etc. 





In Albuquerque, the sale of a 
plan book frequently results in a 
request for blueprints, which the 
A. R. Losh Co. is glad to sell along 
with complete materials for the 
home. The Losh catalog features 
books ranging from 50c to $3.50. 
Annual sales of these books run 
from $4,000 to $5,000. 


The books are attractively dis- 
played in specially-made magazine 
racks in the two Losh stores. They 
have proved a valuable prospect 
finder and a positive stimulant to 
building materials sales. 




















BURRITT'S BILLBOARDS ARE 
EASILY READ 


MOTORISTS and _ pedestrians 
around Bridgeport, Conn. can 
hardly miss the billboard signs 
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* WOBE LEAKS 
ARE COSTLY 


















































THIS is one of six Burritt billboards in 
Bridgeport, Conn. 
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erected in six locations by the 
A. W. Burritt Co. Each of the 
sisns is changed regularly. Copy 
and illustrations emphasize sea- 
sonal needs—storm sash, roofing, 
screens, etc.—but cover the entire 
range of major building materials. 
This series of billboards has been 
maintained by Burritt’s for many 
years. 


SIGNS HELP LURE CUSTOMERS 
UP STAIRS 


FIRST-FLOOR VISITORS at 
Sawyer’s in Worcester, Mass. are 
reminded of a dozen outstanding 
displays of building products they 
will find in the big display room on 
the second floor by clear signs on 
the stair risers leading to the sec- 
ond-floor sales room. 


_ sages 


= ROWE MAMRING 
= BHTCREN FLAMING FG 


be | Boman eerenens 


Grorrkent GARAGE BOGRS 


“ Sileattte WINDOWS 


nec oneenenegr ans 





ONE step easily leads to another when 
customers visit Sawyer’s second-floor 
sales room. 


Even the walls adjacent to the 
Stairs are papered, since Sawyer’s 
handles a wide variety of home 
furnishings including rugs, furni- 
ture and drapery goods at its down- 
town store. 


Merchandising reminders on 
these stair risers read as follows: 
home planning, kitchen planning, 
Geneva kitchens, plastic counter- 
tous, Curtis woodwork, storm sash 
ani doors, linoleum and metal mold- 
Ines, Overhead garage doors, Silen- 
tite windows. 
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CUSTOMERS of D. T. Bayles 
and Son, Stony Brook, N. Y., are 
pleasantly conditioned for whatever 
message they may find inside the 
firm’s mailing envelope by a pic- 
turesque reproduction of the town 
of Stony Brook which extends en- 
tirely across the back of the envel- 
ope. The same picture is seen on 
the firm’s letterhead. 

T. Bayles Minuse, the managing 
partner of D. T. Bayles and Son, 





BACK of the business envelope used by 
D. T. Bayles and Son, Stony Brook, N. Y. 


RECEIVING A BILL IN THIS ENVELOPE IS ALMOST A PLEASURE 


was active in the project of trans- 
forming the town architecturally 
into what has been called a minia- 
ture Williamsburg. He supervised 
the planning, construction and leas- 
ing of all properties involved. 


The firm’s two-color letterhead 
states that the 106-year-old firm 
deals in lumber, millwork, mason 
supplies, house furnishings, hard- 
ware, electric and gas appliances. 





The Bayles headquarters are located in 
the brick building at the right. 





GLASS SHOWCASE 


Albuquerque (N. M.) merchant 
highlights precision tools 


GLASS SHOWCASES give fine 
instruments and quality tools top 
promotion at Losh Lumber Co., Al- 
buquerque, N. M. Seven of these 
cases, indirectly lighted, set into 
the consumer counter; comprise 





not only featured promotional 
items but an attractive display to 
the eye. 

Each case can be locked. This 
makes it possible to display valu- 
able instruments without fear that 
they will be stolen. Precision in- 
struments are one of several out- 
standing displays in this modern 
merchandising establishment. 




















EACH TOOL is a sales message by itself when shown off in these glass cases. 


65 





CAMPBELL 


PEUMEER me SUPPLY co. 


WINDOWS (left) are attractively dressed to feature various 
building materials and remodeling ideas. Blowups of pictures 
appearing in the idea books for prospects’ use are featured in 
the windows. These blowups bring many shoppers into the 


A yard operation designed 
to sell non-competitive re- 
modeling sales means steady 
business in good times and 


bad 


T HAS BEEN our experience in 

traveling among dealers that 
the retail lumberman often has 
preconceived ideas about how his 
business should be run—and occa- 
sionally we find a dealer so bound 
by traditional methods that he 
thinks either different or new 
ideas won’t apply to him. 

It is a little like the country man 
who thinks every city dweller is a 
slicker. 

Past experience is fine criteria 
to go by, but some dealers, we’re 
afraid, stick to past experience and 
traditional operation at the expense 
of becoming better dealers, and, 
what is worse, with the chance of 
dropping completely behind the 
times. 

There are growing indications 
that the times ahead will make it 
more difficult, and in many cases 
impossible, to make a profit where 
traditional methods are followed 
without regard for current condi- 
tions. 

PROGRESSIVE DEALER 

It was our pleasant fortune not 
long ago to call on a retailer who 
knows the ins and outs of the busi- 
ness, who has been at it many 
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PAACKLANBURG DUNCAN 


LATHER SIRPPING 
Coane MUDNE 
ee 
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years, but who has that combina- 
tion of enthusiasm and progressive- 
ness that permits him to get the 
most out of his sales area while 
maintaining an exceptionally sound 
operation. 

Bruce Campbell started many 
years ago in a very small way in 
the building materials business in 
Superior, Wis. In the intervening 
time, Superior has lost in popu- 
lation, has experienced no booms. 
It is backed up by no rich agri- 
cultural area. As if that were not 
enough, it is a close neighbor to 
bigger, wealthier Duluth, which 


tends to siphon off a good deal of 

the consumer purchasing power. 
Campbell found long ago—in fact 

and 


when farmers contractors 





LEFT TO RIGHT are Fred W. Bronson, 


who runs the construction crews, R. J 
Campbell, Myra H. Campbell, 


store. Spotlights above the door feature special displays during 
the evening and attract window shoppers. The downtown store 
(right) features displays of all standard building materials and 
many specialties — with excellent use of manufacturers’ aids, 


emodeling Sales for Profits 


Bruce 











started using trucks so that they 
were not limited in their buying, 
and consumers got cars so that 
they could get around to buy, that 
he was not in an advantageous 
situation for traditional selling 
policies. He saw in short order 
that if he acted merely as a ware- 
houser of materials he would be 
fair game for the growing breed 
of price buyers. Consequently, he 
cast around for a way of selling 
building materials that would short 
circuit the price buyer. 

His analysis indicated Superior 
would not have a large new house 
market over the years, hence con- 
tractor selling would be particu- 
larly competitive. He also decided 
that without many new houses, 





















































Campbell, and August Frnonckiewicz, 
yard foreman. All personnel are trained 
to do a helpful selling job. 
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MRS. CAMPBELL has developed many 
picture books of home and room remod- 
eling ideas. These books are made up 
from pictures clipped from magazines. 
Mrs. Campbell does not rule out glamor, 
but the books do feature practical ideas 
for the average homeowner. The books 
are lent out to remodeling prospects to 
study for ideas. They are responsible for 
many sales. 


there would be a large potential in 
remodeling and repair. Campbell 
picked that field as the area in 
which to build his sales. 


PACKAGE SALES 


The majority of Campbell’s sales 
today are in that field. They are 
profitable sales because they are 
packaged sales to consumers, not 
per thousand sales to price buyers. 

To build this market, Campbell 
was long ago using methods that 
some dealers shy away from—even 
today. 

For a starter, he put up a down- 
town store. This was not done on 
the spur of the moment but be- 
cause his yard was off the beaten 
track. Today Campbell’s store is 
on the beaten path of evening and 
week-end window shoppers, even 
as the dress shop and the depart- 
ment store. 


epee 


ai 


THE YARD, which is off the beaten path in south Superior, is 
a modern plant for handling building materials. Although dis- 
Pliys are not used here, the yard is kept neat and attractive at 
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And due to experience and be- 
cause of excellent displays, the win- 
dow shoppers come back later as 
customers. 

COMPLETE JOB 


Experience shortly showed Camp- 
bell that successful remodeling 
sales required that he take the re- 
sponsibility for seeing that the 
customer got a complete, satisfac- 
tory job. Consequently, he ar- 
ranged for financing and for the 
labor—a combination of his own 
men, subcontractors, and in many 
cases the owner doing his own 
work. 

Campbell knew that long-range 


‘success depended on satisfied cus- 


tomers. So he bends every effort 
to see that each job—big or small 
—is completed to the customer’s 
satisfaction. When a customer is 
doing his own work, Campbell will 
send out a trouble shooter to help 
the owner-repair man over any 
tough or tricky construction kinks. 
His own crews are highly trained 
and experienced in making minor 
changes in plans in a way that 
satisfies the customer without add- 
ing to the cost or cutting down on 
the profits. 


PLAN TAKES TIME 


Campbell is the first person to 
point out that such an operation 
cannot be built over night. He has 
been at the job for years. At the 
same time, he is positive proof 
that a retail lumber dealer can 
build a business that is guaranteed 
against competitive price cutting 
as well as leaner economic times. 
His customers are buying com- 
pleted kitchens, porches, roofs, 
hence don’t haggle over individual 
material prices. Repairs go on in 


good times and bad, particularly 

when low monthly payments are 

available, as in Campbell’s case. 
Such selling takes a good deal 


store. 





of will power. Recently Campbell 
could have pulled his repair crews 
off their work and taken on some 
very profitable new house work. 
But he has steered away from these 
opportunist profits. 


CUSTOMERS REMEMBER 

He has taught the homeowners 
of Superior that his yard is their 
headquarters for repairs and re- 
modeling—he doesn’t want to lose 
that advantage by putting his crews 
to building new housing. Any 
profits he may pass up now, will 
be more than made up through his 
sound and solid repair and remodel- 
ing business in years to come. 

Among the _ interesting sales 
angles is the part Mrs. Campbell 
plays in the success of the re- 
modeling business. She serves as 
counselor on color schemes, deco- 
rative effects, and general over-all 
appearance. Her services are avail- 
able to all customers as their jobs 
are in the planning stage and as 
construction goes ahead. 


IDEA BOOKS 


In addition, Mrs. Campbell plays 
an important part in developing 
sales by keeping up a compre- 
hensive list of idea books. She 
makes up these bound books from 
the innumerable photos and ideas 
that appear in current magazines. 
She of course picks attractive ideas, 
but she also has an eye for picking 
the ideas that are practical for 
the average home-owner. This 
gives her books the power to de- 
velop real prospects instead of 
making them just interesting books 
to look through. The books are 
available for prospects to take home 
and study. 

The books themselves are pro- 
moted by large blowups of good 
idea pictures. These are displayed 
in the store show windows and are 

(continued on page 106) 





all times. Farmers and contractors usually come straight to the 
yard for materials. Consumer customers go to the downtown 
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Editor’s Note: This is the sec- 
ond in a series of two articles on 
budgetary problems by Mr. Wallin. 
The first article, “Controlling Your 
Expenses,” appeared in AMERICAN 
LUMBERMAN, December 17, 1949. 





UCH A SMALL percentage of 

the 25,000 lumber dealers of 
America have monthly profit and 
loss statements from which to de- 
termine current profits, that the 
probable profit figure for 1949 will 
not be known until their books 
have been closed and the physical 
inventory has been computed early 
in 1950. 

I know of no reliable source from 
which a national forecast can be 
made of 1949 volume and profits, 
but from the current information 
gained from our own lumber cli- 
ents and from the visiting I did at 
the annual convention in San Fran- 
cisco, I would hazard a guess that 
volume will be off by 15% and that 
profits will be off by 25% or more 
—using 1948 as the standard. 

In a previous article (see AL& 





O. V. WALLIN, C. P. A. 


BPM, Dec. 17, 1949), I discussed 
the results of a 1948 survey I con- 
ducted of 50 of our firm’s lumber 
clients which I classified into three 
different groups, depending upon 
their volume of business. For con- 
venient reading the composite av- 
erages are repeated in this article 
in the box at top of page 70. 


Meeting the Profit Squeeze 
by Getter Cost Coutrol 


by O. V. Wallin, C.P.A. 
Partner, Wolf & Co., Certified Public 


Accountants 







Let’s suppose that you are a 
member of the board of directors 
of a typical lumber company and 
that your board has just selected a 
new manager. In looking over the 
record of his predecessor the new 
manager doubts whether it is rea- 
sonable to expect as favorable busi- 
ness in the succeeding year as the 
past, and the board agrees with 
this conclusion. 


Thereupon the newly engaged 
manager asks for instructions as 
to the company’s general policy in 
the event of a declining market. He 
will of course seek every opportun- 
ity to replace lost volume by adding 
new profitable lines. However, be- 
yond this, he might have two 
choices: 


(A) Strive to maintain sales vol- 


ume at the sacrifice of gross 
profit ; 




















or 
(B) Maintain gross profit at the 
sacrifice of volume. 
















Regular Selling Price ......... 416,326.00 
Amount of Reduction .........  ........ 
| Ey eee 416,326.00 
Gross Profit from Sales........ 110,354.00 
Officers’ or Proprietors’ Com- 
pensation (Fixed) .......... 15,748.00 
All other Salaries and Wages 
(Note 1): 
eG ete west nmadaec’ 19,890.00 
. se eee cree 22,276.00 
ae ee 42,166.00 
Other Operating Expense 
Note 2): 
Noa a ca acne nt Macca iol 22,126.00 
Sa Rrelaere arte 7,684.00 
BASSE Oar ere 29,810.00 
Total Overhead Expense....... 87,724.00 
Net Operating Profit ......... 22,630.00 


NOTE |: 


NOTE 2: 





1948 
Survey Averages 
Amount Per cent 


CHART | 
THE FORMULA FOR GOING BROKE 


5% © 5% 20% 
Amount Per cent Amount Percent Amount Percent Amount Percent 
100.00 438,238.00 105.26 462,584.00 I11.!1 489,795.00 117.65 520,408.00 125.00 
an 21,912.00 5.26 46,258.00 II.11 73,469.00 17.65 104,082.00 25.00 
100.00 416,326.00 100.00 416,326.00 100.00 416,326.00 100.00 416,326.00 100.00 
26.51 94,250.00 22.64 76,357.00 18.34 56,359.00 13.54  33.861.00 8.13 
3.78 15,748.00 3.78 15,748.00 3.78 15,748.00 3.78 15,748.00 3.78 
19,890.00 19,890.00 19,890.00 19,890.00 
.... 24,532.00 Beate 27,039.00 .... 29,841.00 .... 32,994.00 oe 
10.13 44,422.00 10.68 46,929.00 11.28 49,731.00 11.95 52,884.00 12.71 
22,126.00 22,126.00 22,126.00 22,126.00 
ae 8,462.00 ee 9,327.00 akcze 10,294.00 11,381.00 =e Set 
7.16 30,588.00 7.34 31,453.00 7.55 32,420.00 7.78 33,507.00 8.04 
21.07 90,758.00 21.80 94,130.00 22.61 97,899.00 23.51 102,139.00 24.53 
5.44 3,492.00 84 (17,773.00) (4.27) (41,540.00) (9.97) (68,278.00) (16.40) 





DOLLAR VOLUME OF SALES MAINTAINED BY SELLING MORE UNITS AT REDUCED SELLING PRICES 
Projected Percentage of Price Reduction 


It has been estimated that an expenditure of $19,890.00 would be required for a minimum balanced working force capable 
of handling $200,000.00 of sales at the regular selling price. This expenditure is labeled as fixed payroll. The regular sell- 
ing price is $216,326.00 above this basic amount in the survey average group; and an estimated payroll of $22,276.00 is 
required for these additional sales. This additional payroll we have labeled as variable. The regular selling price continues 
to rise in the projected price reduction groups. The variable payroll was increased in direct proportion to the increase of 
sales over the basic $200,000.00 at the regular selling price. 


In the survey average group the $7,684.00 labeled as variable represents those operating expenses which would be incurred 


in handling sales in excess of $200,000.00. The variable expenses were increased in direct proportion to the increase of 
sales over the basic $200,000.00 at the regular selling price. 
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CHART Il 
THE FORMULA FOR GOING BROKE 
DOLLAR VOLUME OF SALES REDUCED BY SELLING THE SAME NUMBER OF UNITS AT REDUCED SELLING PRICES 
Projected Percentage of Price Reduction 
Survey Averages 5% ya 15% 20% 
al Amount Percent Amount Percent Amount Percent Amount Percent Amount Percent 
Wie Re Goce teense 416,326.00 100.00 395,510.00 100.00 374,693.00 100.00 353,877.00 100.00 333,061.00 100.00 
Gross Profit from Sales........ 110,354.00 26.51 89,538.00 22.64 68,721.00 18.34 47,905.00 13.54 - 27,089.00 8.13 
Officers’ or Proprietors’ Com- 
pensation (Fixed) .......... 15,748.00 3.78 15,748.00 3.98 15,748.00 4.20 15,748.00 4.45 15,748.00 4.73 
i All other Salaries and Wages 
ublic | aa saa 42,166.00 10.13 42,166.00 10.66 42,166.00 11.25 42,166.00 11.92 42,166.00 12.66 
Other Operating Expenses (See 
WS So tsccnuuewores 29,810.00 7.16 29,810.00 7.54 29,810.00 7.96 29,810.00 8.42 29,810.00 8.95 
Total Overhead Expense... 87,724.00 21.07 87,724.00 22.18 87,724.00 23.41 87,724.00 24.79 87,724.00 26.34 
ire a Net Operating Profit ......... 22,630.00 5.44 1,814.00 .46 (19,003.00) (5.07) (39,819.00) (11.25) (60,635.00) (18.21) 
ctors NOTE: All expenses remain constant because we are handling the same physical volume. The reduced profits in the 5% group, and 
y and the increased losses in the remaining groups are caused by the lowered gross profit from a decreased selling price. 
‘ted a 
r the , om 
» new fl Since the company has come ning. He reminded the board that handled, but the _ gross _ profit 
; reg. fe through a number of years of pros- the company’s competitors would shrinks. 
busi- perity, this is a comparatively new not sit by while this particular or- At this point another director 
is the company policy to be determined. ganization cut the price; obviously sagely observed that neither Case 
with After some thought, one of the di- they would meet the _ reduced No. 1 nor Case No. 2 was the 
rectors suggested that the sales prices. Accordingly, the new man- answer to their dilemma and that 
F volume should be maintained even ager made a new set of figures, they would have to find a better 
ig at the sacrifice of gross profit— taking this admitted factor into solution. He further doubted that 
cy © within reason, of _ course. This consideration. Case No. 2 (see sales could be stimulated by a 5 
. prompted the question as to what chart II) indicates what would or 10% discount. That type of 
satel is within reason. Just as a test, happen when everyone reduced merchandising might stimulate 
ddine the newly appointed manager did prices anywhere from 5% to 20%. sales in department stores and 
" a some arithmetic to determine how In Case No. 1, it would of course drug stores, but an offer of a 5% 
: talk the profit would be affected if he be necessary to handle a greater discount on material only (which 
reduced the selling price 5% across number of units through the yard probably never reaches the con- 
the board. While he was at it he in order to maintain the dollar vol- sumer), will seldom induce a home 
S vol- ran the same test on price cuts of ume of sales at reduced selling owner to modernize or to build a 
gross 10%, 15% and even 20%. Case prices. Accordingly, the expenses new home. If labor offered a sim- 
No. 1 (see chart) shows the result increase at the same time that the ilar discount, then the combined to- 
of his arithmetic—the same kind gross profit decreases—both work- tal might have some influence on 
it the of arithmetic they taught all of us ing in the wrong direction. the buyer’s decision. 
in the grade schools. In Case No. 2, the expenses This third director suggested 
At this point a second director maintain an even level because that the company explore the possi- 
pointed out a fallacy in such plan- there are no more units being bilities of maintaining a fair gross 
CHART Ill 
THE FORMULA FOR STAYING IN BUSINESS 
cent GROSS PROFIT MAINTAINED THEREBY CAUSING A REDUCTION OF VOLUME 
5.00 1948 20%, 30% 40%, 
5.00 Survey Averages 10% Projected Percentage of Price Reduction 
0.00 Amount Percent Amount Percent Amount Percent Amount Percent Amount Percent 
3.13 EE OO eee 416,326.00 100.00 374,693.00 100.00 333,060.00 100.00 291,427.00 100.00 249,794.00 100.00 
Gross Profit from Sales ....... 110,354.00 26.51 99,318.00 26.51 88,282.00 26.51 77,246.00 26.51 66,210.00 26.51 
3.78 Officers’ or Proprietors’ Com- 
pensation (Fixed) .......... 15,748.00 3.78 15,748.00 4.20 15,748.00 4.73 15,748.00 5.40 15,748.00 6.30 
All other Salaries and Wages 
(Note 1): 
aaa) ET See ee eee? 19,890.00 19,890.00 19,890.00 19,890.00 19,890.00 
2.71 WEE eI Secale. 5, uote 22,276.00 ee 17,989.00 Tr 13,702.00 apes 9,415.00 at 5,127.00 ea 
| eRe reer ee 42,166.00 10.13 37,879.00 10.11 33,592.00 10.08 29,305.00 10.06 25,017.00 10.01 
Other Operating Expense . 
(Note 2): 
cee REE rere 22,126.00 22,126.00 22,126.00 22,126.00 22,126.00 
8.04 WHI 0, <S.s Or onan neste 7,684.00 erases 6,205.00 cee 4,726.00 eer 3,247.00 aces 1,769.00 sides 
4.53 SS ee 29,810.00 7.16 28,331.00 7.56 26,852.00 8.07 25,373.00 8.71 23,895.00 9.58 
.40) Total Overhead Expense....... 87,724.00 21.07 81,958.00 21.87 76,192.00 22.88 70,426.00 24.17 64,660.00 25.89 
sble Net Operating Profit ......... 22,630.00 5.44 17,360.00 4.64 12,090.00 3.63 6,820.00 2.34 1,550.00 62 
sell- NOTE |: As in Case | (previously considered) the variable payroll represents the expenditure that would be incurred in handling 
0 is sales in excess of the basic $200,000.00. These excess sales amounted to $216,326.00 in the survey average group and were 
1ues reduced to $49,794.00 when the total sales volume was reduced 40%. The variable payroll has been reduced proportionately 
» of as the sales in excess of the basic amount decreased. 
NOTE 2: Variable other operating expense, as in Case |, represents those expenditures which would be incurred in handling a sales 
red ‘volume in excess of $200,000.00. In the survey average group there were $216,326.00 sales in excess of the basic 
» of $200,000.00 which require $7,684.00 variable other operating expense. This variable expense decreased proportionately as 
the sales in excess of the basic amount decreased. 
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Average EP ee ere 
Cost of Sales ........ 
"Gross Profit ....... 
"Management Compensation 
Other Salaries and Wages. . 
Other Operating Expenses . 
Total Expenses ............. 
Net Profit before Taxes .... 





The average inventory turnover was 5.02 to I. 


. $416,326.00 100.00 
... 305,972.00 73.49 
.. 110,354.00 26.51 
. 15,748.00 3.78 
42,166.00 10.13 
29,810.00 7.16 
87,724.00 21.07 
22,630.00 5.44 








profit and that management should 
have the courage to sacrifice sales 
volume on any lines of merchan- 
dise or on contractor sales wherein 
the gross profit cannot be main- 
tained. A new set of computations 


with 15 full time employes, 
some part-time people. 
mum number of jobs required to 
keep the place open to the public 
seemed to be 7. 


and 
The mini- 


If and as that 


minimum was ever reached then 
further planning would be required 
in order to determine policies fiom 
that point on. 


It is to be noted that as this or- 
derly reduction of expenses was 
planned, the board of directors did 
not disturb the compensation paid 
to the manager. This was done 
with deliberate forethought on the 
theory that he had those indefin- 
able qualifications which justified 
compensation in the $15,000.00 
class. Somewhere on the down- 
ward road of company profits, his 


















then was made based upon this 
plan; (see chart III) indicated 
what reasonably might be expected 
if that plan was adopted as the 
company’s merchandising policy. 

With careful planning and some 
good old fashioned grade school 
arithmetic, it required no effort to 
see that the company could suffer 
a sales decline of as much as 40% 
before it was heading for red fig- 
ures, providing a fair gross profit 
was maintained. On the other 
hand, they were certain to use red 
ink if the general price structure 
was reduced slightly more than 
2%. 

It will be noted that in Case No. 
3 the variable expenses drop as 
the volume decreases; this is obvi- 
ous because the number of units 
handled becomes fewer. 

Here, however, is the real test 
of sound management. (In my pre- 
vious article I pointed out the need 
for good budgeting, or manage- 
ment planning.) 


BREAKDOWN OF THE "FLEXIBLE" PAYROLL BUDGET 
AS OUTLINED IN CHART III 


Office and Counter: Fixed Variable 
| Estimator and part-time counter man @ $60 to $70...... 3,380.00 
| Head counter man @ $50 to $60...................... 2,860.00 
| 2nd counter man @ $45 to $55 ...................... 2,600.00 
| Head bookkeeper and stenographer @ $35 to $50...... 1,950.00 
| Asst. bookkeeper and stenographer @ $30 to $40........ 1,820.00 
Part time office and counter .....................2..00-. 1,128.00 
Total Office and Counter .......................... 8,190.00 5,548.00 
Yard, Mill and Delivery: 
| Special millwork foreman @ $60....................... 3,120.00 
Dn POO TI I oan sic hie oe ate aise a 30 Me Ravens, waiarovccarn 3,120.00 
| Delivery foreman @ $50 to $60....... ............... 2,860.00 
| Yard man and truck driver @ $50. . 2,600.00 
6 Yard men, truck drivers and mechanics @ $50. 15,600.00 
Part time yard, ES pres eee ee 1,128.00 
Total Yard, Mill and Delivery ............. . 11,700.00 16,728.00 
Total all Salaries and Wages........................ 19,890.00 22,276.00 
SUMMARY 
ME As 2.5 5517). R Oni, 1d ano oes oreo ee ee 19,890.00 
NOR: 603 2Gticlirn td dojow aos aad oo-40sns . 22,276.00—=52.83% of Total 
42,166.00 
NOTE: The purchasing and outside selling functions are included in the officers’ 


salaries, totaling $15,748.00. 






























































ADVANTAGES OF FLEXIBLE BUDGET 


At this point the Board decided 
to establish a flexible working bud- 
get. A flexible budget is a method 
by which allowable expenses may 
be projected at varying volume of 
sales. Space does not permit a 
complete discussion and a step by 
step example of how such a budget 
is constructed, but I believe that 
the following condensed versions 
of a flexible budget will suffice to 
indicate one of the objectives of 
sound management which reflects 
the amount that could be saved on 
controllable labor and other ex- 
penses, when a business has such 
a budget as a working guide. 

I hold no brief for the dollar 
values in these schedules; they are 
used only as a means of conveying 
the idea that a substantial portion 
of any dealer’s expenses are vari- 
able and therefore can be controlled 
as the sales volume decreases. In 
the salary and wage schedule of 
this imaginary yard, we started 


d 








ALL OTHER OPERATING EXPENSE EXCLUSIVE OF PAYROLL 


Fixed Variable 

Payroll tanes @ O31 ....... 2.2.2... cece eee. ie 783.00 691.00 
Shop and yard supplies ................... 400.00 450.00 
Heat, light, power and water ......... 1,200.00 800.00 
og | IE aS er ae eer 2,000.00 
Insurance 2,500.00 1,500.00 
Ree eee : 500.00 500.00 
Gas, oil, auto repairs and expense. ee 3,000.00 1,500.00 
Depreciation—Buildings—2% of $50, 000. 00 1,000.00 
Depreciation—Machinery—5¥%, of $25,000.00 ....... 1,250.00 
Depreciation—Trucks and autos—20% of $15,000.00 3,000.00 
Depreciation—Office ee» of ise 000.00. . 300.00 
Telephone . A 700.00 150.00 
Advertising (See footnote) 800.00 
Dues and subscriptions .... TA Se ee nee oN oe 500.00 
Travel and entertainment ............. A ies ae 1,500.00 
Legal and professional .... eye . 1,400.00 200.00 
Office supplies ..... 600.00 200.00 
Bad debts @ 4 of 1% . ae 1,000.00 
Miscellaneous taxes and expense ere 693.00 693.00 

22,126.00 . 7,684.00 

SUMMARY 
Fixed . ee esr 22,126.00 
NIN. cde 4d ny A) Vey teaser orayiate accare ottaen . . 7,684.00=25.78% of Total 
29,810.00 

NOTE: As sales resistance increases, advertising must be substantially increased. 
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cumpensation would either be re- 
duced or he might be replaced by 
a successor who could justify that 
kind of pay by turning the profit 
trend back in the right direction. 

Ii would -be impossible for 
big business to function without 
the use of Management Planning 
and budget. Generally speaking, 
the retail lumber industry is re- 
ferred to as little business. In an 
attempt to determine how small a 
lumber business could profitably 
operate under a budget, a dealer 
in Pennsylvania who does approxi- 
mately $200,000.00 tried it about 
three years ago. Today he makes 
his future plans based upon this 
budget, and recently stated that 
he would not consider operating 
without it. Prior to adopting a 
budget, there must be, of course, a 
reliable monthly profit and loss 
statement available in order that 
actual results may be compared 
with the budgeted program. The 
variances between actual figures 
and the working budget are then 
available to Management so that 
any necessary corrective steps can 
be taken promptly. 


From a_ practical standpoint, 
every business should operate un- 
der some kind of budget control. 
This would enable management to 
know at all times just where it was 
headed and what steps should be 
taken to insure profitable opera- 
tion. 

Price cutting never was, nor 
ever will be a sound method of 
competition or making a _ profit. 
Usually, any businessman who be- 
lieves he can sell for less, because 
he has deliberately or through lack 
of knowledge, left out of his calcu- 
lations some phase or part of the 
cost of doing business, is only kid- 
ding himself. Sooner or later he 
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becomes a statistic in the failure 
column of business bankruptcies. 
The intelligent approach to mak- 
ing a profit is through a sound 
knowledge of all the factors which 
go into the cost of doing business. 
A second step is to go out after 
business, build new customers, de- 





velop new lines of merchandise, ad- 
vertise regularly, have well-trained 
salesmen, make it easy for the cus- 
tomer to buy from your company 
and constantly strive to improve 
your public relations. You can’t do 
it by cutting the price. 

A third step is to do your full 
share to support the industry 
which supports you. Belong to 
your association. Know what’s go- 
ing on. Meet your industry com- 
petitor half way, exchange ideas 
for your mutual benefit, and re- 
member this: When the _ profit 
squeeze is on, your real competition 
isn’t within your industry—it’s 
from other industries who try to 
get a larger share of the Consumer 
Dollar away from you and your 
industry! 

It can happen here. But don’t let 
it! Know your costs, keep a flexi- 
ble budget control, and go on out 
and sell! 





Research Aims Stated 


Building Research Advisory Board 
to start six specific projects 


Plans for the initial activities 
of the Building Research Advisory 
Board, recently set up in the Na- 
tional Research Council, were an- 
nounced today by William H. 
Scheick, the newly-appointed Ex- 
ecutive Director. BRAB was estab- 
lished at the request of the build- 
ing industry to serve as a clearing 
house of information about build- 
ing research, wherever conducted, 
and to stimulate additional re- 
search into promising but neglected 
fields of interest to the building in- 
dustry. 


Mr. Scheick listed six specific 
projects to be started immediately: 


1. A survey to develop a list of 
urgent problems of the building 
industry susceptible to solution by 
research. This information will be 
sought by a canvass of research 
agencies, trade and professional or- 


ganizations, and technical and re-. 


search personnel in the industry. 


2. A series of research corre- 
lation conferences to bring together 
those actively engaged in research 
along specific lines in order to ex- 
plore and evaluate subjects, review 
accomplishments, and chart future 
action. 


3. Initiation of a detailed analy- 
sis of “master outline” of building 
research and related fields to clarify 
the present picture of building re- 
search. This will necessarily be a 
long-term project. 


4. Encouragement of govern- 
ment agencies concerned with 
building research to avail them- 
selves of the advisory services of 
BRAB. 


5. Cooperation with builders’ 
and contractors’ associations to 
promote field tests and demonstra- 
tions of research results as a 
method of speeding up the prac- 
tical application of technological 
advances. 


6. Development of an effective 
program of publication and infor- 
mation. 


All of these activities will be 
carried on simultaneously. They 
will form the basis of a five-year 
program which will be expanded 
further .as additional funds and 
personnel become available. 


The Building Research Advisory 
Board is in the Division of Engi- 
neering and Industrial Research of 
the National Research Council. The 
council is the operating arm of 
the National Academy of Sciences, 
a non-governmental scientific or- 
ganization. 
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Farm Remodeling Programs 


Meau Dealer Profits 


Farmers need and want fo spend millions for more comfortable 
homes, more efficient work buildings. To tap this tremendous mar- 
ket requires dealer salesmanship, service and product knowledge 


EVERY FARM community has numerous farm 
steads—such as the one above—that need rehabilita- 
tion. Although many rural improvements have been 
made, many more remain to be accomplished. More 
and more, those remaining will require creative, posi- 
tive selling by the retail lumber dealer. For one thing, 
the easiest-to-sell farmers have been sold; secondly, 
with machinery, autos and all other consumer goods 
now in good supply, competition for the farmer’s 
spendable dollar has become extremely keen. It is 
not so much a question of what lumber dealer a farmer 
will buy from—it has become a question of whether 
the farmer will buy building materials or some other 
line of products. Product knowledge, service and pro- 
motions are important to meet this outside compe- 
tition. 





THIS NEW barn (above) recently replaced the 
dilapidated structure (left) on the Frank Rasler farm 
in La Grange county, Ind. The Helmer Lumber ané 
Hardware company sold over $3,500 worth of the 
materials that went into this modern building. In- 
cluded was siding, cement blocks, sacked cement, 
knotty pine, steel, overhead doors, both steel and 
wood framed windows, and numerous incidentals such 
as zinc bats to cover joints in vertical siding and pine 
lumber for feed chutes. Delois Weimer, the yard 
manager, says Rasler is typical of most farmers to- 


day. They have the money to spend and they will 


spend it for quality materials if a proper selling job 
is done. On the other hand farmers are becoming 
more price conscious. Weimer lost the sale of alumi- 
num roofing to a city mail order house. 


INTERIOR OF the Frank Rasler barn. Fluorescent 
light installation indicates present day farmer’s inter- 
est in modern equipment that makes farm work easier 
and pleasanter. In this view, Helmer Lumber com- 
pany sold cement for floor and mangers, lost sale of 
steel posts and stanchions. Since this job, Helmers 
has taken on barn equipment as a profitable tie-in item 
to sell with new and remodeled barn jobs. Notice 
reinforced concrete beams and cement hay mow floor. 
In addition to cement for floor, Helmer Lumber con- 
pany sold windows and an overhead steel door for 
each end. Rasler made his round ‘roof rafters from 
home grown lumber. Competitive selling now de 
mands that dealer knows in and outs of various 
products that will make for efficient farm structures. 
AL&BPM’s Dealer Product’s File is an excellent 
source for this product information. 
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PLYTEX | WALL PANELING 


Combines Beauty and Economy 


THE MODERN PLYWOOD WITH SCULPTURED BEAUTY for Increased Sales 





PLYTEX is the new plywood paneling with sculptured beauty that is gain- 
ing nationwide acclaim from builders, architects and home owners. Every- 
where, dealers report faster and easier sales. And... it's no wonder... 
PLYTEX is inexpensive . . . PLYTEX comes in easy to handle Vi," —4' x 8' 
panels .. . PLYTEX can be painted, stained, varnished or waxed to give 
true three dimension beauty. PLYTEX is available in Douglas Fir and 
California Redwood. 

Send today for FREE samples, prices and details of the PLYTEX Profit 
Building Sales Program. 


PLYTEX CORPORATION 


CLEVELAND OFFICE 





CHICAGO OFFICE = aE 
1440 Willow Street | ee y=} — | 12557 Berea Road 
ARmitage 6-7100 ACademy 8800 





WRITE OR CALL YOUR NEAREST DISTRIBUTOR . 
Aetna Plywood & Veneer Co. Davis Plywood Corp. Krauss Bros. Lbr. Co. 
Chicago 22, III. Cleveland 11, Ohio Tampa |, Fla. 
Grand Rapids 4, Mich. Columbus 15, Ohio 


























Rockford, III. Toledo 2, Ohio Milwaukee Plywood Co. 
Indianapolis 21, Ind. Rochester 7, N. Y. Milwaukee 4, Wise. 
Bass & Co., Inc. McEwen Lumber Co. 
—_— Hopkinsvilie, Ky. = siege &- High Point, N. C. 
i ichmon a. 
‘ owes Ag A ae 7 Florida Plywood Service Tampa, Fla. 
2 Central Bldg. Supply Inc. Miami, Fla. Piunkett- oy M senead 
Baltimore 2, Md. yh ee agg on Plywood New York 5: 
acksonville, Fla. Sash & oben ‘ ‘cla Co. 
Dalton-Bundy Lbr. Co. 
Norfolk 1, V Ve. Gulf States Plywood Co. Richmond 24, 
Diamond Arse Plywood Co. ae oe oe Se Winde-McCormick Lumber t 
Knoxville, Tenn. Hal Keely Plywood Co. 295 Medford St. 
Darlington, S. C. Pittsburgh 3, Pa. Charlestown, Mass. 
Dixie Plywood Co: Hallett Mfg. Co. Wholesale Dist. Co. 
Atlanta, oy Mobile 2, Ala. Moline, 1 
Miami, Fla. Huttig Sash & Door Co. u. ¢. PI d 
Savannah, Ga. Miami 37, Fla. Detroit lywocd Corp. 
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tures. 1 Montgomery Street P. O. Box 1731 

cellent SAN FRANCISCO 4, CALIFORNIA STOCKTON, CALIFORNIA 


DOuglas 2-2060 Stockton 4-4563 
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MANY FARMERS are now improving their milk 
handling facilities to meet strict grade “A” milk 
regulations by the various states. Helmer Lumber 
company finds this opens up many sales possibilities. 
The average new milk house costs from $500 to $1,000, 
not including equipment. Sales are smaller for re- 
modeling jobs, but still substantial and profitable. 
Equipment such as water heaters, milk coolers and 
wash tubs and racks add to sales possibilities. 


THIS OFFICE incorporated in the milk house of 
the new Frank Rasler barn reflects the postwar 
farmer’s tendency to spend for comfortable, efficient 
working conditions. A shower bath is just out of 
the picture to the right. Weimer, the yard manager, 
reports that Rasler is a dirt farmer who has worked 
hard to improve and pay for his farm. With money 
in the bank, he is now interested in modern conveni- 


ences. A herd of 40 excellent Jersey cows pays the 
bills. 








ANOTHER ROOM in the Rasler milk house has 
tubs for washing milking equipment, hot water tank, 
and wash bowl. Helmer Lumber company’s sales break- 
down shows the importance of the farm market: 
farm sales: 65 percent; lake cottage sales: 25 per- 
cent; non-farm and new home sales: 10 percent. The 
company, located in a town of less than 500 popula- 
tion, does an annual volume of approximately $120,000. 
Weimer, the yard manager, finds that farmers, be- 
ing practical, tend to buy where they can find sound, 
progressive ideas on new building methods and ma- 
terials. He believes the market for improvements 
using modern materials and methods that mean greater 
comfort for farm dwellers has hardly been scratched. 
He points out feed rooms, silos, machine sheds and 
granaries as fine sales potentials. 


ANOTHER FARM improvement program on which 
Helmer Lumber company furnished material was at 
the Hasselman farm. Photo shows results of remodel- 
ing job on an old barn. Besides furnishing part of 
the materials for the barn, Weimer sold Hasselman 
part of the materials on a house remodeling job that 
to date has totaled $6,500. Weimer believes farm 
remodeling offers another big field for small town 
dealers to increase volume and profits. Many farmers 
can do their own work if the dealer is ready to show 


him what materials are available and how they should 
be used. 
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HERE'S WHY 
HOMEOWNERS 
DEMAND 


DIXON 








Weather-Lok Units 





BEAUTY AND QUALITY are built-in. Per- 
fectly joined Ponderosa pine, kiln dried; 
extra wide blind stop; various layouts to 
suit individual taste . . . all combine for 


eye-appeal which means buy-appeal. 


ECONOMY, DURABILITY, ADAPTABIL- 
ITY—all appeal to the homeowner, all are 
features of Dixon Weather-Lok Window 
Units. . . 
priced on-the-job work hours. Toxic treated 


. Low in cost; eliminate high- 


for long life. Completely weather-stripped. 
Adaptable to frame, veneer, or solid ma- 
sonry construction with minimum of change. 


Investigate 


the "business building" possibilities of the 
homeowner demand for these superior 
mill-made window units. 


Manufactured by Western Pine Mfg. Co. of 





THE DIXON INDUSTRIES 


S PORKANMN EF _ 
HAL R.DIXON GRANT DIXON, JR. C.E.BARTLETT 


PRESIDENT VICE-PRESIDENT SEC'Y. “TREAS. 





For Full Information Wire or Write 


JOHN H. MEARS, Ine. ELLIS GLAZING CO. 
Baltimore 30, Maryland Henryetta, Oklahoma 


EXCHANGE LUMBER & MFG. CO. 
Spokane, Washington 
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For FASTER PRODUCTION . .°. For elimi- 
nating REGLAZING .. . For QUICK SET- 
TING .. . Like all BIDDLE Products, PER- 
MA GLAZE is produced under LABORA- 
TORY CONTROL assuring you of uniform 
consistency. PERMA GLAZE sets as it is 
applied. You can ship safely without dry- 
ing time. Your REGLAZING PROBLEM dis- 
appears with LABORATORY CONTROLL- 
ED PERMA GLAZE. It can't be matched for 
higher, better production. Fill in the cou- 
pon below for working sample. 





PLEASE SEND ME, WITHOUT OBLIGATION, A TEST SAMPLE OF 
BIDDLE LABORATORY CONTROLLED PERMA-GLAZE 
TO ATTENTION OF 


NAME 
FIRM NAME P 
ADDRESS 
TYPE OF BUSINESS 


THE BIDDLE CO. Dept. LP-1 
612 S. MAIN ST., ST.LOUIS, MISSOURI 
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Compact (aZe Gad Style 


Home Features in Medium 


Price Field 


ITH THE DEMAND for basement, another feature that is 
Cape Cod designing still still popular with many home pros- 
strong throughout the country, pects, particularly the men who 
AMERICAN LUMBERMAN presents wish the extra space for storage 
for the House of the Month, a home and recreation areas. 
that combines the facilities for The fact that the house is com- 
spacious living, the attractiveness pact in design means maximum ef- 
that families are seeking, and a ficiency in heating, and minimum 
cost well within the reach of people annual maintenance expense. It 
of moderate income. can also be attractively situated on 
This house lends itself to a wide almost any size and shape lot, and 
latitude of decorating and finishing careful landscaping and foundation 
styles, a feature that appeals to planting will add to its character 
every woman. It provides for a full and charm. 
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FIRST FLOOR PLAN SECOND FLOOR PLAN 






NOTE HOW the positioning of the front entrance gives a “center hall” 
appearance to the first floor layout. With a cornér fireplace as the 
focal point of the living room, and with the extreme simplicity of 


partitioning, the ares may be furnished and decorated with maximum 
effectiveness. 
















AMERICAN LUMBERMAN 


Offers Large 


HOUSE PLAN 
OF THE MONTH 


No. 50-1 
1300 Sq. Feet 











Consider These "Sales 
Appeal" Features 


1. A living room and dining 
room arrangement that makes both 
appear larger than their actual 
dimensions. 


2. A kitchen of sufficient size to 
permit the installation of a straight 
line cabinet and sink work area; 
also to accommodate a breakfast 
nook. 


3. Ample windows that afford 
cross-ventilation in every major 
room, and ample light for every 
corner of the living area. 

4. More than the normal num- 
ber of closets on both floors—a fea- 
ture well appreciated by every 
home prospect. 


5. A remarkable cleanliness of 
design; no cut-up or awkward 
areas. , 


6. The guest bedroom on the 
first floor. It could very easily be 
built with the second floor unfin- 
ished for the small family that 
anticipates a larger home in the 
future. 


7. Excellent layout from the 
standpoint of efficient and_ eco- 
nomical installation of heating, 
plumbing, and electrical systems. 








Complete working blueprints and 


specifications of House 50-1 are now 


available at $7.00 per set. Two sets 
of plans for this home are $12.00, 


three are $15.00, and four $18.00. 


Please order plans by number, en- 


closing payment, and address 


to 


AMERICAN LUMBERMAN, 139 North 


Clark St., Chicago 2, III. 
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jeo.J.Silbernagel-y 


, 1. QUICKER TURNOVER 
Give YOU ‘> MORE PROFITS 
— i 7 REPEAT CUSTOMERS 





FINEST QUALITY 


WHOLESALE DISTRIBUTOR Give Your Customers: GREATER VALUE 


i LONGER WEAR 
of 


ama 


as odtiecs a 


., 


West Coast Lumber 
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Lumber Products 


BRICKLAYERS’ AND PLASTERING 
STONE MASONS’ JOINTERS TROWEL 


SPECIALIZING IN 


PONDEROSA PINE 


DOUGLAS FIR 


© LUMBER 

© MILLWORK 
.@ MOULDINGS 

e SIDING 

@ FLOORING X Send TODAY for 


ATTRACTIVE 
DEALER DISCOUNTS - FREE 
Goldblatt sells direct ILLUSTRATED 
to dealers, is there- CATALOG 


fore able to offer Write for your 1950 copy of 
Goldblatt’s illustrated cata- 
log describing the largest 
and most complete line of 
masonry tools and supplies. 


00.4 Silbernagel | Goldblatt Tool Company 


GENERAL OFFICE } 1924 Walnut Street 


, 
8 S. Michigan Ave., Chicago 3, Ill. KANSAS CITY 8, MISSOURI 
Telephone RAndolph 6-0540 


BRICK 
TROWEL 


BRICKLAYERS’ 
LEVEL 


especially attractive 
dealer discounts. 
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9 en eee , FIRST CHOICE OF THE TRADE FOR 65 YEARS 
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AMONG THE DEALERS 





News of National Interest from Organized Dealer Groups 





“Grass Roots 
RESEARCH COUNCIL 


Dealer .group meets at San 
Francisco; adds members 


The Lumber Dealers’ Research 
Council, a grass roots organization 
devoted to research in the building 


materials field, held its annual 
meeting at the same time as 
NRLDA in San Francisco. The 


meeting was on November 8 and 
the executive committee met on 
November 9. 

At the suggestion of the nom- 
inating committee, composed of 
Norman P. Mason, Lynn Boyd and 
Paul DeVille, the bylaws were 
amended to permit the executive 
committee to consist of up to 20 
members. The change was made 
to give better national representa- 
tion. 

Under the new bylaw, the follow- 
ing nominations to the executive 


Group Plans 


committee were made and elected: 

M. D. Ebert, Gate City Sash & 
Door Co., Ft. Lauderdale, Fla.; 

Wm. P. Hartley, J. C. Baldridge 
Lumber Co., Albuquerque, N. Mex.; 

James C. O’Malley, O’Malley 
Lumber Co., Phoenix, Ariz.; 

Barney Stewart, Jr., Barney 
Stewart Lumber, Inc., Oklahoma 
City, Okla.; 

Lynn Boyd, Lynn Boyd “Good 
Lumber,” P.O. Box 1301, Pampa, 
Tex.; 

Paul DeVille, The Bartlett Lum- 
ber Co., P.O. Box 648, Canton 1, 
Ohio; 

R. A. Schaub, Northern Indiana 
Lbr. & Coal Co., 114th and Lake 
Ave., Whiting, Ind.; 

O. J. Allerton, The Kruse Co., 
112 Seventh St., N. W., Rochester, 
Minn. ; 

Russell Nowels, Nowels Lumber 
Co., Rochester, Mich.; 





AMERICAN HOME PROGRAM STARTS IN DETROIT 


: 


§ 


of oy 
“ ; i , ‘ 


Breaking ground for the first demonstration house in Detroit under the Good Ameri- 
can Home Program are, left to right: Edward Horning, president, Detroit Lumber 
Company; Philip H. Dawson, manager, Detroit District Retail Lumber Dealers Asso- 
ciation; Bert C. Whitney; Representatives of the Dealers Association of Metropolitan 
Detroit, John Weinhart, Herbert Benson, Henry F. Fett and F. M. Sibley, Jr., vice- 
president of the Detroit District Retail Lumber Dealers Association. 
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Lisle Peters, Louisiana Wes‘erp 
Lumber Co., Lake Charles, La.; 


William K. Barr, W. B. Barr 
Lumber Co., P.O. Box 2169, Denver 
1, Colo.; 


Paul Cadwallader, Woolsey & 
Cadwallader, Franklin & Green 
Ave., Pennington, N. J. 


Joseph Copeland, J. W. Copeland 
Yards, 135 S. E. Main St., Port- 
land 14, Ore.; 


Chairman: C. A. Thompson, 
Thompson Lumber Co., 612 §. 
Neil St., Champaign, IIl.; 

Trustee: Norman P. Mason, Wm. 
P. Proctor Co., North Chelmsford, 
Mass. 


Other business covered at the 
meeting was as follows: 


Trustee, Mr. Norman P. Mason, 
has been made a director of BRAB. 
This is a tribute to Mr. Mason 
and a recognition of the impor- 
tance of NRLDA and LDRC. 


Action was taken to invite Mr. 
Howard J. Uebelhack, chief archi- 
tect of the National Plan Service, 
to sit in with the executive con- 
mittee at their meetings in an un- 
official capacity. It is thought he 
could give valuable technical as- 
sistance. It perhaps could also be 
said that National Plan is a sup- 
porting member of LDRC. 


New Projects—Much discussion 
centered around this problem. It 
was decided at present not to en- 
gage in any new technical studies 
until a more comprehensive report 
was coming from the present 
project at the Small Homes Coun- 
cil. Information gained from this 
project should clearly point the 
way to our next technical job. 

More serious thought is being 
given to a distribution study by 
a competent source. Present ef- 
forts are being investigated and 
will be reported upon at the next 
executive committee meeting. At 
this time also, each committee 
member is bringing his own out- 
line of what a distribution study 
means.to him. 

The study of material handling 
was discussed, but as this is being 
done by a committee of NRLDA, 
it was thought unnecessary for 
LDRC to pursue it at the present. 

An entirely new approach to 
the council’s problem was  sug- 
gested by Russell Nowels; the 
establishing of fellowships at sev- 
eral universities to study certain 
problems of our industry. The com- 
mittee was asked to give thought 
to this as it would be brought up 
for consideration at the next meet- 
ing. 
































































min WOODS 


IDAHO WHITE PINE 
PONDEROSA PINE 
ENGELMANN SPRUCE 
INLAND RED CEDAR 
FIR AND LARCH 


x MOULDINGS 

xk FRAMES 

% CUT STOCK 

% CUT-TO-LENGTH 
TRIMS 


— Sales Office — 
449 Peyton Building 
P. O. Box 1290 
—— te Telephone MAdison 0121 
Aerial view of busy Thompson Falls Lumber Co. at Thompson Falls, Montana SPOKANE, WASHINGTON 


PACK RIVER SALES COMPANY 


Pack River Lumber Co., Sandpoint, Idaho 
Representing [ Northwest Timber Co., Gibbs, Idaho 
Thompson Falls Lumber Co., Thompson Falls, Mont. 


Everything You NEED in 


WEST COAST UPLAND HEMLOCK 
DOUGLAS FIR 


This is one of our big dry lumber sheds where 
we store our fine upper grades. Lumber doesn’t 
come any finer than Oregon-American offers 
you. Everything you need in West Coast Upland 
Hemlock and old-growth Douglas Fir is here— 
waiting your order. 

Tell us what you need. You are especially in- 
vited to try our high quality 


Pee. KILN DRIED 
[29 WEST COAST UPLAND HEMLOCK 


We know Oregon-American lumber will please 
you. 300,000 feet daily 


dnecon. AMERICAN LUMBER CORPORATION Vernonis, Orccom 
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“SPRING IS HERE"! 


So reads the heading of Levitt & 
Sons, Long Island (world’s largest 
home builders), December advertise- 
ment in New York City dailies. Seems 
a bit like rushing the season until the 
copy reveals that “Levittown applica- 
tions are now being taken for occu- 
pancy late in spring and summer.” 

Levitt’s Ranch House at $7,990 will 
spearhead the company’s 1950 drive 
as was the case in ’49. Vets need no 
down payment; carrying charges $58 
a month. Non-vets, $890 cash and 
$53 a month. Everything’s on a first- 
come-first-served basis with nearly 
half of next year’s production already 
sold. 


Day by day in every way the 
ads get bigger and better. 


* * * 


“HAPPINESS FOR ONLY 
$68 PER MONTH" 


This appealing offer happens to be 
the heading of an advertisement for 
another company in the same papers 
featuring the Miller Ranch Home... 


“3 bedrooms, garage, 26-foot living 


room, ‘dream style’ kitchen, Kelvin- 
ator refrigerator and range, Bendix 
washer, oil burner Radiant Heat, fully 
insulated, flagstone terrace, colored 
tile bathroom complete with Sun-Ray 
Lamp, walk-in closets with sliding 
doors, extra storage room in garage 
and attic.” All for $9,890, approxi- 
mately $68 per month. 


* * * 


Monthly payments of homes 
and automobiles are now prac- 
tically the same. 


* * * 


GOOD GOING 


The merchandising advantages in- 
herent in the sale the complete unit 
were never more clearly revealed 
than in the current advertisements 
of home builders everywhere. Seems 
to us that they represent the ultimate 
in consumer interest and in pulling 
power. Assuredly, they are in sharp 
contrast to the nationwide tendency 
to slash prices now so commonly em- 
ployed in the profitless sale of raw 
materials. 


80 





Too bad personal salesmanship 
is not on a par with today’s ad- 
vertising. 

* * * 


IT TAKES THEM ALL 


The answer to price-cutting will not 
be found in going the price-cutter one 
better. Price-cutting stems from fear. 
The only known antidote is courage 
... courage which stems from knowl- 
edge of product and its uses—inten- 
sive, intelligent salesmanship—serv- 
ice—hard work. It takes them all to 
EARN a profit. 


* * * 


We grew strong as a nation be- 
cause we were willing to work 
hard and earn what we sought. 
We are sure to encounter trouble 
if we give up earning for yearn- 
ing. 

* * * 


YOU CAN'T RUN AWAY 
FROM COMPETITION 


Today, no town, however small, can 
escape competition. Price announce- 
ments pour in over the radio—fill the 
classified columns in the daily news- 
papers. Mail order house catalogs 
adorn the tables in the living rooms 
of every farm house in the area. 
Truckers roll up and down the street. 
Metropolitan dealers reach out miles 
in every direction with free deliveries. 
Applicators’ high pressure salesmen 
sell their products and services from 
door to door. It’s all very complex. 


* * a 


Despite all this, the modern, 
progressive lumber yard is one 
of the most successful business 
institutions in most cities and 


towns, 
COMPETITION MAKES 
OR BREAKS 


Someone once said that the lack of 
competition causes the failure of more 
businessmen than tough competition. 
There’s a lot of truth in the obser- 
vation. Most concerns are successful 
because they have had to fight for 
their very existence. The struggle 
made them strong. 


C. 
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MERCHANDISING 
CLINIC 


-pointed over the decline in net profits 





by R.E.S, 








After all is said and done, the 
vast majority of buyers are 
more interested in good service 
than price. 






* * 


TIME TO SQUARE AWAY 


Many businessmen 





were = disap- 






for 1949. It was inevitable, sooner 
or later. After several years of un- 
precedented prosperity, the return of 
intensive competition caught the ma. 
jority of lumber dealers unprepared 
to meet it. We have forgotten how 
to sell and how to render the kind of 
service that makes price secondary. 
If such were not the case, 1949 would 
not have become one of the “price-cut- 
tingest” years in the history of the 
industry . .. despite the fact that it 
ranks second or third in volume. It’s 
time to square away and -prepare to 
meet the most intensive competitive 
situation that industry has _ ever 
known. It can only be done in the 
same way that it has been done profit- 
ably in the past ... via better mer- 
chandising, better selling, better serv- 
ice, better EVERYTHING. 






















* * * 






Study the formula of successful 
merchandising. The ingredients 
are well known and they never 
vary. Apply them aggressive- 
ly to your own business. 










* * * 


WHAT ABOUT 1950? 


We have read much about the 
“prospects” for the coming year. Con- 
sensus: The basic ingredients—unsat- 
isfied needs plus purchasing power— 
are still there, but the race for the 
consumer’s dollar is now fast and 
furious and will become more so il 
the next 12 months. The weak will 
begin to fall by the wayside. The 
“spoils” will go to the swift and the 
strong. 













* * * 


QUESTION 

“How much does great prosperity 
overspread the mind with darkness?” 
asks the wise Seneca. A good ques 
tion! Check over a lot of the folks 
you know, and see what you think, 
suggests Jack Dionne in his widely 
read “Vagabond Editorials.” 
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The ROSBORO MILL 
was DESIGNED and BUILT 
to CATER to DEALERS 


No wonder so many lumber dealers find it to their 
advantage to — on Rosboro for their complete 
+> eels in Douglas Fir and West Coast Hem- 
lock. 


Dealers who buy mixed cars like the Rosboro assort- 
ment. Straight car and mixed car buyers both like 
Rosboro precision manufacture, Rosboro scientific 
kiln drying, Rosboro dependable grades, Rosboro 
careful loading. 


Put the Rosboro organization to the test on your next 
order. Let us demonstrate how well Rosboro can 
satisfy you. 


Dimension, boards, D & M, shiplap, mould- 
ings, casings, base, ceiling, siding, floor- 
ing, stepping, plank, small timbers, 
timbers. Double-end trimming, dimension 
eased-edge. 


OSBOR 


Douglas Fir 
West Coast Hemlock 


RDSBORO LUMBER COMPANY 


SPRINGFIELD (eo) :j-icTe} 
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HERE’S WHY THEY USE 


COMBINATION 
METAL WEATHERSTRIP e SASH BALANCE © 





MILLWORK MFR.—Cary Lumber Company, Durham, 
N. C.: “Our men easily install Dura-seal in six minutes 
per unit. That, plus the fact that both the weather. 
stripping and sash balances can be applied to the 
K.D. frames and then the equipped frames shipped 
K.D., means more profit to us.’’ 


‘SASH AND DOOR JOBBER—Chicago and Riverdale 
Lumber Co., Chicago, IIl.: ““We like Dura-seal because 
we can use it in stock plank frames and stock sash.” 


RETAIL LUMBER DEALER—Independent Lumber Co., 
Grand Junction, Colo.: “Dura-seal is just what our 
builders want. They like the combination of weather- 
stripping and sash balances all in one unit, and as 
this unit provides trouble-free operation, we have 
happy, satisfied customers.” 
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BUILDER—Roger Givens, Oklahoma City, Okla.: ‘‘We 
are using over 10,000 Zegers units in our present 
project because we can offer our customers complete 
weather protection, easy window operation and win- 
dow beauty at the lowest possible cost.’ 


; PREFABRICATOR OF HOMES — Knox Corporation, 
Thomson, Ga.: “The ease of operation of our Dura-seal 
equipped windows is a fine selling feature for our 
homes.” 


cy 
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The above statements give a few of the many reasons why 
Zegers Dura-seal moves fast! It will pay you in greater customer 
satisfaction and higher profits per window to start using Dura- 
seal Combination Metal Weatherstrip and Sash Balance now. 


Builders . . . see your lumber dealer! Lumber Dealers . . . 
see your distributor! Millwork Mfrs., Sash and Door Job- 
bers, Prefabricators . . . send coupon for new No. 49 catalog! 


ZEGERS INCORPORATED, 8088 South Chicago Avenue, Chicago 17, Ill. 
Send new catalog 49 








ATTENTION 








ADDRESS 





cry ZONE 


Your 
Profit Making Forum 


GET YOUR MONEY’S WORTH 


Do you have an ad manager and how good is he? 
Even the lowest-cost campaign will pay you more if 
you make one man on your staff responsible for it! 
If it’s worth spending money on, it’s worth taking 
seriously. 

A one-column-six-inch ad loaded with concrete facts 
and figures pays off a lot more than a general, descrip- 
tive ad two columns by six or eight inches. Every 
day, mail is coming into your yard loaded with build- 
ing facts and figures compiled by your trade associa- 
tions, your manufacturers, their ad agencies and other 
research organizations that go to unlimited expense 
to dig out and compress invaluable selling ammuni- 
tion for you. 

Is someone on your staff putting these facts and 
figures to work for you—right in your advertising 
where they hit your customers and prospects right in 
the eye? 


ON THE BALL 


The staff that’s on the ball will go to work on every 
business letter, every pamphlet, every magazine, with 
a big red pencil—and circle every important fact, fig- 
ure and news item. Whether it’s a single sentence or 
a whole paragraph. The ad manager who’s on the ball 
will enlist every key executive in your whole yard in a 
campaign to save such material—will make it his job 
to collect it every Friday on a quick circuit through 
each department. 

Your financing expert may have a lulu of an adver- 
tising angle which has just come in an FHA report 
no one else has received. Someone in charge of pur- 
chasing may have just put aside a manufacturer’s ad 
—old stuff to him, but full of hard-selling consumer 
angles that can put new vigor and selling-power into 
your ads. 

The ad manager who’s on the ball makes it his busi- 
ness to grab every scrap of information—makes it his 
job to see how he can put a consumer twist on it that 
will put new dynamite in your ads and get action. 


EASY-DOES-IT 


The smartest, quickest, easiest way to put new ad- 
vertising and publicity information within quick, easy 
reach is to keep a bunch of Manila folders in a desk 
drawer—clip or copy every important news item and 
drop it in its proper folder. Then you have the works, 
can reach information in a hurry and throw in a con- 
crete figure or new fact as each new ad or publicity 
release crosses your desk for approval. 

Another smart way to increase your returns from 
all advertising is to paste important news items onto 
penny post cards as they come in, and forward them 
immediately to your advertising agency. Saves time, 





by Norm Advertising, Inc. 
New York, N. Y 


saves the bother of writing letters. More important 
it gets vital information to your agency for your ez. 
press benefit. Helps agency copywriters work harder 


for you. One more reason for appointing one person} 


on your staff to supervise all advertising. 


WHOA THERE, NAPOLEON! 


One interested young man who makes it his job to 
do these specific jobs each week can soon inject new 
life, new impact, new pulling-power into your entire 
campaign. (1) Check and compare all competitive 
building ads with each other and with your own ads— 
not just one at a time, but whole series of ads to see 
which elements stand out, which are lacking in inter- 
est, vitality, attention-value. 

(2) Keep a regular file on all outside competitive 
ads that have terrific impact and attention-value— 
especially those featuring credit terms. And especially 
those featuring television sets, refrigerators, wash- 
ing machines and other expensive home equipment 
that is channeling savings into other retailers’ pock- 
ets. When you see how specific and jam-packed with 
information these ads are, you’ll get a whole new slant 
on the relative pulling-power of your own ads. 

(3) Keep a constant stream of facts, figures, manv- 
facturers’ literature and other sales information flow- 
ing into your ad agency. Most lumber advertising 
tells too little. The more you tell, the more you sell. 
Your ad agency knows how to use it to the most skilful 
advantage for you... if you’ll only give. 

(4) Tear out a copy of every ad you run and for- 
ward all these “tearsheets” once a month to your 


agency for their professional recommendations. Aj 


top-flight agency offers suggestions for making your 
ads stand out better as part of their regular service, 


at no additional cost. Also, mail them competitive ads § 


so they can see exactly what you’re up against and 
plan accordingly. 


“LEARN TO STEAL” 


One famous New York copy chief came up with this 


astonishing piece of advice to his staff writers, “Lear j 


to steal.” His point was not to copy other ads and 
promotional ideas literally; instead, learn to adapt. 

All around you and your staff members are hu! 
dreds of clues to fresh, new sales-making ideas. Every 
time you go to the movies, every time you glance at 4 
billboard, every time you read newspapers or popula! 
magazines, every time you look at another fellow’s dis 
play, every time you read his ads ask yourself, “What 
caught my eye? What’s holding my attention? Is it 
device or technique—or an approach or an appeal— 
we can use at the yard?” 

Most often, your hardest-selling ideas will bear 10 
conceivable connection with the material that sparked 
them; by adapting such material to your own prob 
lems, you’ll often come up with a better use of a basi 
cally good device! Learn to use the other fellow’ 
thinking as a springboard for your own enterprise. 
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This Valuable Aid to 
Builders Is A 
Business Builder for You 
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— This new book shows builders how to build 
ine attractive stucco houses at low cost. It permits 
the installation of extra sales-appealing fea- 
1 for-& tures that stimulate buying. 
2 @ Thus, your over-all business goes up when 
| your you promote the Keystone System. And you 
rvice, profit by selling Keymesh Reinforcing for 
re ads stucco and plaster reinforcing as well as for 
t and other reinforcing applications. 
Ask your Keystone representative for a copy 
of this valuable building guide. Or write... 
h this 
_ Keystone Steel & Wire Company 
3 





PEORIA 7, ILLINOIS 
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Manu/«cturersof Keymesh Reinforcing, Welded Fabric, Tie Wire and Nails 


C4 
BERT ORCING FOR STUCCO, gates 
TING AND PLASTER sees 
ESL OKDSLS 25 
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COME TO THE 


a P-Wile), 7m -t)jeledy Wale), | 
OF HOME BUILDERS 


CONVENTION AND EXPOSITION 


CONGRESS AND STEVENS HOTELS 
CHICAGO FEB. 19-23 


It is the building industry’s most important week in the year. 
Will you be there? Last year, about 4,000 lumber and building 
material dealers attended. Be there this year! Meet the nation’s 
most progressive and vigorous personalities in the industry. Learn 
what is ahead for 1950. The Exposition . .. to be bigger and 
better than ever. You have never seen a show like the one 
planned to pack the exhibit halls of the Stevens and Congress 
hotels. More than 160 manufacturers will display their best and 
newest. 


AN ENTIRE SECTION OF NEW PRODUCTS 





Where can you see so much with such convenience in such a 
short time? Don’t forget the fun. The entertainment program 
has been well planned for both men and women. Chicago, the 
great convention city, welcomes you. 


Register now! Use coupon! Advance registration ($12.56 for 
men, $7.50 for women) must be sent with hotel reservation re- 
quest. Confirmation and registration certificate will be mailed 
to you at once. Make checks payable to National Association of 
Home Builders. If registration is for more than one person, 
please give, on a separate sheet, names, addresses, business classi- 
fications and arrival dates. 


REGISTER BY MAIL 


National Association of Home Builders 
Convention & Exposition Headquarters 


111 W. Jackson Bivd., Chicago 4, Ill. 
Dept. C. 





Enclosed find my check for $............. 


Please make hotel reservations for arrival February............. 








WESTERN WHOLESALERS 
ASSURE YOU 
“PLUS SERVICE” 


Their daily contacts with many mill sources 
up and down the coast keep them abreast 
of the production and shipping situation. 
Their intimate knowledge of each mill's spe- 
cialties, resources and manufacturing facili- 
ties enables them to do a bang-up job for 
you. 


Take advantage of this “Plus Service.” Con- 
sult your Western Wholesalers today. Let 
them demonstrate how well they can serve 
you on your next requirements. 





Joseph A. Adair Lumber Co. 
$20 S. W. Sixth Avenue 
Portiand 4, Oregon 


Carl E. Soderberg Lumber Co., Inc. 


1120 Old Nat'l Bk. Bldg., SPOKANE 8, WASH. 
PINE SPECIALISTS 


Riverside 4335 





Main 6954 





Duncan Lumber Co., Inc. 
818 Securities Bidg., Seattle 1, Wash. 
Specializing in mixed carlots. 


Morrill & Sturgeon 
Lumber Co. 


Yeon Bidg., Portland, Ore. 


Pacific National Sales Co. 


Wes? Coast Lumber 
Charles B. Hurley, Pres. 


P. O. Box 1587, Tacoma 1, Wash. 
WALES LUMBER COMPANY 


Old National Bank Buliding 
SPOKANE - - - WASHINGTON 
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564 Market St.. San Francisco 4. C 
MAUK SEATTLE LUMBER COMPANY 


SEATTLE, WASH. 
WESTERN LUMBER MERCHANTS 
Bastern Office 4€ Warehouse: 

THE C. A. MAUK LBR. CO., TOLEDO, O. 


Trio Lumber Co. 
Wholesale Lumber 
Since 1928 
EUGENE, OREGON 












































Products .... Sales Aids .... Literature 


10 Best 1949 Ads 
for Lumber-Material Dealers 


Dealers who would like to im- 
prove their 1950 advertising are 
invited to write the address below 
for free copies of Lanky Planky’s 
10 best lumber-material dealer ads 
of 1949. Lanky Planky advertising 
service is adapted to newspaper, 
radio, outdoor and direct-mail ad- 
vertising. A newspaper matrix 
service is offered as featuring only 
pre-tested copy and merchandising 
ideas. For proof-sheets of the 10 
best Lanky Planky 1949 ads and 
details of the matrix service, write 
Stevens Advertising Agency, Dept. 
AL, 1106 Inland Bldg., Indianapolis 
4, Ind. 


The Stanley Works’ 
"Rollorama" 


The interior of the Rollorama, a 
new automobile display coach which 
will shortly go on tour, contains 





24 hardware display panels uniquely 
arranged along the interior walls 
on either side of eight doors. Lino- 
leum-topped display counters with 
slanting front display panels give 
a modern store environment for the 
entire display. The interior fix- 
tures are finished in prima vera. 
An unusual feature of the display 
panels is the vinylite material used 
to cover all display surfaces as well 
as the ceiling. This material resists 
dirt and abrasion and tends to make 
the display easy to maintain. Both 
fluorescent fixtures and incandes- 
cent lamps are used for illumina- 
tion. Forced ventilation plus ther- 
mostatically controlled heaters as- 
sure indoor comfort in all kinds 
of weather. A lounge area is lo- 
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cated at the rear of the coach wher 
dealers may discuss their particula 
hardware requirements. The nam 
Stanley Hardware Rollorama » 
pears on either side of the coag 
in raised letters of wood, and aly 
the inscription on the door and th 
rear of the vehicle that the prot. 






ucts are manufactured in Ney 
Britain, Conn.—‘The Hardwar 
City of the World.’”’ Write Th 


Stanley Works, Dept. AL, New Bri. 
tain, Conn. 


Invisible Hinges 


Soss hinges are mortised in the 
door where they are completel 
hidden from view. Ideal where mot- 
ern streamlined design and appear: 
ance are desired. Soss hinges are 
nationally advertised in leading 
consumer, architectural and _ built 
ing publications. For complete in- 
formation and prices, write Sos 
Manufacturing Company, Dept 
AL, 21783 Hoover Road, Detroit 13, 
Mich. 





Electrically Operated Vita 
Windows 


Combining electric power with 
the modern double-glazed Twindow 
insulating unit, Lawrence Vita, 
Long Island contractor, has pre 
duced a window unit that is at 
tractive and practical. It is de 
signed primarily for use in modem 
homes featuring the larger, double 
glazed, picture windows. Basically 
the Vita window is a framed steel a 
unit with vertical tracks upol 
which the standard steel channels ' 





of the Twindow units glide up and 
down when a concealed 4 H.P. 
started. The 





electric motor is 
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End-matched is your best 
bet because you make more 
money; your customer saves 
time and laying cost; the 
owner gets a better floor! 


blew 5 Why _ 


HANDLES FAST IN STOCK CUTS OUT CUT-OFF WASTE 

AND DELIVERY LAYS 1/3 FASTER 

COSTS LESS THAN PLAIN END LOWERS LAYING COST 

TAKES LESS SHED ROOM PROVIDES AN INTEGRATED FLOOR 
FASTER TURN-OVER GIVES OWNER LASTING BEAUTY 


Southern Brand End-matched Pine Flooring gives you that extra quality for which 
our products have been known by the trade since we began business in 1902. 





PONDEROSA PINE e WHITE FIR « INCENSE CEDAR 


TRADE MARK High Altitude, Soft Textured Growth 
NV 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE CALIFORNIA 


REGISTERED 











Reduce Delivery Costs 
YOU CAN on ewce 
Speed up Deliveries 
with an Load and Unload a Load at a time 


R-B ROLL-OFF TRUCK BODY 


Complete Beds Shipped KD 
EASILY MOUNTED 


Write for Catalog & Prices Two Minutes Are Better Than 


The R-B COMPANY, 1921 Guinotte, KANSAS CITY 1, MO. 
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Twindow unit, composed of two 
panes of % plate glass and made 
by the Pittsburgh Plate Glass 
Company, is supported by a spe- 
cially treated screen, one end of 
which is fastened to the steel Twin- 
dow frame. The other end is at- 
tached to a roller. As the unit is 
lowered, the sereen automatically 
replaces the glazed area. Twindow 
is said to be the only standard 
double-glazed window made which 
has a stainless steel channel on all 
sides. This feature facilitates han- 
dling and installation and, when 
incorporated into the Vita Auto- 


matic Window, affords ample pro- 
tection on all sides. Write Pitts- 
burgh Plate Glass Company, Dept. 
AL, 632 Duquesne Way, Pittsburgh 
22, Pa. 


Pan Rack Keeps Pots, 
Pans, Out of Sight 


What to do about pots and pans 
and a host of other utensils is a 
problem in most kitchens. House- 
wives are welcoming a new K-Ven- 
ience pan rack which keeps pots 
and pans out of sight and out of 
the way. This K-Venience, designed 
to fit all kitchen cupboards, fs a 











mark when you buy -- 





LOOK for the Familiar 


Alexander-Yawkey trade- 


A-Y 


All Retail Yard Items — Industrial Specialties 


The familiar Alexander-Yawkey trade-mark is your assurance of fine 
quality stock. It's never been finer than we're shipping today. All 
Alexander-Yawkey trade-marked lumber comes from a beautiful tract 
of Ponderosa Pine timber with some intermingling of Douglas Fir and 
Larch. We can ship you straight cars of Ponderosa Pine yard and shed 
items or mixed cars of Ponderosa Pine items with Fir an 
sion. Look for the Alexander-Yawkey trade-mark the next time you buy. 


Consult your local supplier for sash 
and doors made from our product. 





KILN 


DRIED 


PONDEROSA 
PINE 


ETE 


FIR & LARCH 
DIMENSION 


Larch dimen- 





Alexander-Yawkey Lumber Co. 


PRINEVILLE, OREGON 


Member Western Pine Association 





Member Ponderosa Pine Woodwork 
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—-_ 
chrome plated fixture which fastey 
underneath the cupboard shel 
Holding pots and pans on 14 chron 
hooks, the rack rides in and out ¢ 
the cupboard on a ball-bearing ca 
rier. A touch of a finger pulls | 
out into the room for easy selectiy; 
and pushes it back in place. Thy 
pan rack measures 20” long } 
544” wide. Write Knape and Vo 
Manufacturing Company, Dep 
AL, Grand Rapids, Mich. 


Bondex Cement Paint 
Incorporating the basic chara 
teristics of the former package fy 
Bondex Cement Paint the news 
package shown here achieves 
family resemblance through 
orange and black color scheme ang 
a continuity of design. Importan 
addition to each package is th 
new visual symbol, a modernisti 


=| 







adaptation of a dolphin which # 
taken from a family signet rin 
owned by David H. Moran, pres! 
dent of the company and grands0 
of the founder. The new dolphi 
trade mark is appropriately use 
to identify the Reardon product 
as being of the water paint type 
Write The Reardon Company, Dep 
AL, 2200 N. Second St., St. Loui 
6, Mo. 


Remington Rand 
Nylon Ribbons 


The new Remington Rand A 
Nylon Ribbon is made from sp+ 
cially designed Du Pont Nylon fab 
ric. It is reported this ribbon com 
bines for the first time the feature 
of extra long wear and printing] 
durability, with executive calibr 
print-work and consistency of im 
pressions. And more... a 16 yar 
ribbon for 3314% greater writiné 
distance; a stainless tip for cleané! 
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LIGHT 


AND EASY TO CARRY 
Put it where you 


STANDARD LITEWATE 
Sectional Roller Conveyor 


—ideal for loading and unloading. Handles commodi- 
ties up to 60 lbs.—moves bags, cases, cartons, hollow 
bottom, marrow, cleated and irregular packages or 
articles not suited to wheel conveyors. Less pitch re- 
quired—operates at grades as little as 4% in. to % in. per 
ft. Interchangeable spacing of rollers—from 114 in. to 
12 in. centers. Available in 10 ft. and 5 ft. straight sec- 
tions and 90° and 45° curves. Keep LITEWATE con- 
veyors handy in your shipping room—carry a section on 
your truck. For complete information write for Builetin 
AL-10. 


STANDARD 
CONVEYOR COMPANY 


North St. Paul 9, 


Minnesota RAVITY & POWER 


CONVEYORS 





Oregon Lumber Co. 
Baker, Oregon 


Pioneer eastern Oregon mill—in operation 61 
years. Under our sustained yield plan of opera- 
tion, the past 61 years of performance is just 


a starter for future delivery of our products. 


— 


Manufacturers 


Famous “John Day” 
Ponderosa Pine 


Since 1889 


_— 
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ON Ly the new electronic 


MODEL DC-2 
gives you all these features 


for SROo-* 


e Dual range, tests from 6% to 28%. e Micro- 
ammeter adjustment for extreme accuracy. @ 
Direct reading, instant calibration, simple to 
operate. e Complete shielding from outside 
electrical interference. e Temperature correc- 
tion from 40 to 240 degrees F. e Automatic 
compensation for voltage and tube variation. 
Operates on resistance principle. e One-year 
guarantee. 


Equipped with long-life, low cost batteries. 
Weighs 5 lbs., self-contained in walnut case, 
ruggedly constructed. Dimensions 10°x6"x4”. 


PLUS .-- 


fi TEN DAY 


FREE TRIAL 


Try the new Model 
DC-2 for 10 days 
free. No obliga- 
tion. Send for it 
today. Use it, test 
it and prove its 
superiority. 


DC-2 is one of 4 
specifically de- 
signed instruments 
for testing moisture content in wood and 
wood products. There is a model to fit your 
requirements. Write today for complete details. 


v2 


The standard 
in moisture 
testing 


ELELTRONE 
|STURE R 133 North 
Garfield Avenue 


Alhambra, California 
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ribbon installation; neat erasibil- 
ity; will not clog type faces. 

Constructed to withstand the 
severest blows of the hardest 
pounding typewriters, Remington 
Rand Nylon Ribbons outlasted or- 
dinary ribbons as much as 10 to 1 
in numerous tests. Think of that 
in terms of actual dollar savings! 
Write Remington Rand, Inc., Dept. 
AL, 315 Fourth Ave., New York 
10, N. Y. 


Bileo Celladoor 


The Bileco Celladoor is a neat- 
appearing, waterproof, copper- 
bearing steel outside doorway to 
basement. Ample width permits 
handy access for complete furnish- 
ing of basement recreation room, 
for installation or removal of siz- 
able basement equipment, such as 
furnace, frozen food unit, ete. It 
provides direct entry to basement 
for storage—direct route from 
basement laundry to clothesline. 
Can be used on any home without 
affecting floor plan. A_ special 
bright red enamel display sample 
is offered dealers at less than cost. 
For information, write The Bilco 
Company, Dept. AL, 182 Hallock 
Ave., New Haven 6, Conn. 


Easy Flush Pedal 


The new Easy Flush Pedal which 
converts a hand-operated flushing 
action on toilets to a sanitary foot 
pedal flush has recently been en- 
dorsed by leading organizations in 
the country. Field tests have shown 
that because of convenience in ease 
of operation and sanitary aspect, 
it eliminates unflushed toilets. The 
sticking valve problem which re- 
sults in wasting water, is also 
overcome, while flush valve main- 
tenance is reduced. This modern 





CALDER 
Atami!” 


SECTIONAL GARAGE DOOR 


LOOK AT 
THESE CALDER 
FEATURES 


® Sturdy aluminum 


rame 


@ Heavy, tough alumi- 
num hide 


track and 
design wedges 
door tight with no jam- 
ming 


@ Exclusive 
roller 


in line 
@ Oil resistant 
prene tired rollers 


Neo- 


@ Bind-proof 
mechanism 

@ Interlocking weather- 
proof joints 
@ Sections 
replaceable 


individually 


This is the Door to Bigger Profits 


Outstanding features of Calder 
Overhead Garage Doors make sales 
easy because their superiority is 
quickly recognized. Generous 
dealer discounts make them an ex- 


ceptional opportunity for progres- 
sive distributors and contractors. 
We invite you to open the Calder 
Door to Profitable enterprise. W rite 
for full information today. 


@ Track joints always: 


locking- 





THE CALDER MANUFACTURING CO., Lancaster 4, Penna. 





unit is designed to accommodi te aj 
flushometer and tank-type wate 
closets on both new and ex sting 
installations. No plumbing change 
or shutting off water supply rm 
quired for simple ten-minute jp. 
stallation. Unit is finished in poh 
ished chromium plating on heavy 
gauge brass. Write Approved Pro. 
ucts Co., Dept. AL, 205 East 42n¢ 
Street, New York 17, New York. 


“Rootaway" Sewer Cleaner 


The new Rootaway sewer cleaner 
is excellent for plugged and slow 
draining sewer lines. According to 
the manufacturer it is the most re 
liable and latest method to liquify, 
dissolve and saponify grease, cloth, 
matches, fruit, hair, coffee ground 


and other organic matter. It is 
also used for frozen sewer lines. 
Write Camp Chemical Co., Ince, 
Dept. AL, 1560-62 Sixty-Second 
St., Brooklyn 19, N. Y. 


Ice Thawing Chemical Powder 


The Chem Industrial Co. an- 
nounces useful new packaging for 
Melt, ice thawing and snow melt- 
ing chemical powder; 25 lb. quan- 
tities are shipped in sturdy gal 
vanized pails, double-sealed against 
moisture and leakage. These are 
similar to pails in daily industrial 
and household usage and provide 


"He @ ae 
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st re. Factual, complete and 


quify, & profusely illustrated data on its 
cloth, properties and uses, including photographs 
ounds Ae sae : ae of typical pieces of each grade with illustrated 

7 aoe , iss . recommendations for their use and details of popular 
paneling patterns. 
A free copy will reach you quickly when requested 
on your business letterhead. 


WESTERN PINE ASSOCIATION 
a KILN DRIED YELLOW PINE Dept. 141 D, Yeon Building, Portland 4, Oregon 
Flooring, Boards, Siding, etc. “ *These are the Western Pines 


a *1DAHO WHITE PINE *PONDEROSA PINE 
“a *SUGAR PINE 


a These are Associated Woods 
( “WESTERN LARCH « DOUGLAS FIR «© WHITE FIR 
s 8 C OWIn um er 0. i < \— PINE i SPRUCE + CEDAR + LODGEPOLE PINE 


° \\eeaeae--- Well manufactured—thoroughly seasoned—care- 
Pine Apple, Alabama REGION 





fully graded—by all Association member mills 
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SOUNDLY MANUFACTURED HOT PRESS PLYWOOD 


The illustration shows workers loading the hot press in the 
Puget Sound plant. Moisture-resistant “hot press" Exterior 
Douglas Fir Plywood is a specialty with us. 

"Soundbilt" Plywood is as carefully manufactured as any ply- 
wood can be. Every step in the manufacturing process is in 
accordance. with the latest accepted principles. Supervision is 
close and systematic. 


ate 4 "Soundbilt" your standard in buying Douglas Fir Ply- 


nN LAKE LUMBER eee | Pucet Sounp Prywoop, [Nc. 


: ees Title & Trust Bldg., CHICAGO 2, ILL. Tacoma 2, Washington 


Pelling the Products of J. A. Mathieu, Ltd., Rainy Lake, Ont. 
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“ie a bo 
NEW LOW PRICES 
2 for § 
For Dependable Quality Writ 
BIRCH PLYWOOD — BIRCH VENEER |B Dep! 
All Prices F.0.B. Mill, Duty Paid Clev 

BIRCH PLYWOOD* N 
All Birch Plywood highly water resistant, glued with 1/14" faces and he 
1/14" backs on all 3/16" thicknesses and thicker. Meets Standard Di 
CS 35-47 Bureau of Standards Specifications. . opy 

, C 
44"" A-3 Grade 3/16" A-3 Grade Vg" A-3 Grade P , 
4'x8' 4'x8" 4'x8" oe 
4'x7' 4'x7' 4'x7' cata 
4'x6' 4'x6' 4'x6' the « 
4'x5' 4x5" 4'x5" gon | 
V4" 2-3 Grade 3/16" 2-3 Grade Vg" 2-3 Grade tools 
4'x8' 4'x8' 4'x8' Tool 
4'x7' 4'x7" 4'x7' a 
4'x6' 4'x6' 4'x6' Wal 

4'x5' 4'x5' 4*x5' 
*Other thicknesses in Birch Plywood upon request. Nev 
Logged in 1936-1937 BIRCH PLYWOOD ‘on 
Cut to Your Specifications A 
Si Grad Si Grad 

HARDWOODS e WHITE PINE @ HEMLOCK 3/16"—24" x 36/9"... “Ad -3/16"—13 1/3" x 19 1/3"... 23 |p stee 
3/16" —29'/2"" x 33". in hana A-3 1/4"—15 1/4" x 18 1/2"... .A:3 Rou 
Our sustained yield forest management policy for the etal oe © SEW’... ae The 
past thirty-five years is providing for current needs of BIRCH VENEER Ine 
today and future demands of tomorrow. We can furnish Birch Veneer stock in your specifications: All well manu- : 
factured, smooth cut, uniform thickness dried to between 6-8% moisture and 
DEFEND YOUR TRADE content, trimmed square to end grain. a ne 

"Rot Cut" ; 
; 1/20" thick 86" long sey T/A! thick 86" long tire 
with 1/20"' thick 98'' long 1/8'' thick 86'' long fro! 

"Sliced'' : 

MENOMINEE INDIAN MILLS “es pits | 
Neovit. Wi : W. R. BRAUND CO. fort 
eopit, Wisconsin 214 Wabeek Building, BIRMINGHAM, MICH. set 
Air-dried UALITY LUMBER Kiln-dri 7 Mill R for BELLERIVE VENEER & FLW O08 Mite. “ a 

. " . S. Mi s. for " A ° 
ir-drie Q iln-dried ol PANNILL VENEER CO., LTD. tlor 
age 
the 
str 
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of 
For over 22 years our Company has spe- fre 
cialized in the manufacture of Oak Floor- wi 
inge Our Ozark Brand Oak Flooring is lev 
made from selected stock, properly sea- til 
soned in Moore Cross-Circulation Kilns. ar 
Our plant is modern throughout and Ra 
machine work unexcelled. = Mi 
Ozark Brand Oak Flooring is expertly M. 


graded in accordance with NOFMA grad- 
ing rules. 










Try Ozark Brand 
Oak Aooring 
You'll like it. 


THE OZARK OAK FLOORING CO. 
BISMARCK, bs 


MISSOURI 
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a bonus value for customers. Melt 
js reputed to eliminate the necessity 
for shoveling snow or chipping ice. 
Write The Chem Industrial Co., 
Dept. AL, 1114 Hippodrome Bldg., 
Cleveland 14, Ohio. 


New Tool Catalog 

Dealers are invited to send for a 
copy of Goldblatt’s 1950 Tool Cata- 
log which is now ready. The new 
catalog illustrates and describes 
the company’s complete line of ma- 
gon and cement laying and finishing 
tools and supplies. Write Goldblatt 
Tool Company, Dept. AL, 1924 
Walnut St., Kansas City 8, Mo. 


New Line of Lightweight 
Platform Trucks 

A new line of lightweight all- 
steel platform trucks called the 
Roustabout has been announced by 
The Rapids-Standard Company, 
Inc. It is available in four series 
and eight standard sizes. Following 
a new construction method, the en- 
tire deck is die formed on a brake 
from one piece of steel, then arc- 
welded to make a smooth rigid plat- 
form. The new trucks also have in- 
set welded handle pockets and 
rounded corners, leaving no projec- 
tions to catch on clothing or pack- 
ages. Trucks are steel-reinforced 
the full length of deck for added 
strength and rigidity. Deck sizes 


Our 


When You Rent 


AMERICAN 


Rental Sanders 


Plenty of profits start popping into your cash register when 
you rent American Floor Sanders to your customers! 
You profit with rental fees—and this amounts to several 


hundred dollars annually per machine for progressive stores! 
In addition—you get plus sales of abrasives, paint, varnish, 
brushes, thinners, seals and other items that are ‘‘naturals”’ 
when folks resurface their own floors. 





of the Roustabout models range 
from 24 x 48 to 36 x 72 inches, 
with capacity up to three tons for 
level bed or two and a half tons for 
tilt types. Write The Rapids-Stand- 
ard Company, Inc., Dept. AL, 342 
Rapistan Bldg., Grand Rapids 2, 


> Mich. 


Magnetic Cabinet Catch 


Mcagnecatch, a magnetic catch for 
cabinets, cupboards, in fact all 
smai! hinged doors, is ideal for new 
homes, new cabinet equipment, or 
for :eplacing broken, sticking, in- 
operitive mechanical catches. The 
Principle on which it works is sim- 
ple. The heart is a lifetime Alnico 
Magiiet, working on a phosphor 
bron.e spring mounted in a 2” rust- 
Proo. housing. The magnet con- 
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Start your rental business right—right now—with 
American Machines! American dependability assures 
more profit-hours—you don’t have to worry about 
service repairs and downtime eating into your 
profits. American Sanders are built 
for day-in and day-out use—they’ll 
keep producing profits and 


satisfied customers for 


you! Send for profit- 
plan details. American 
Floor Surfacing Ma- 
chine Co., Toledo 3, 
Ohio. 


SEND 


COUPON 


AMERICAN 


FLOOR MACHINES .. . PORTABLE TOOLS 


The American Floor Surfacing Machine Co. 
521 So. St. Clair Street, Toledo 3, Ohio 


Please send latest catalog on the following, without obligation. 


0 Floor Sanders (with free 12-page profit-plan booklet) 
0 Edgers 0 Maintenance Machines 
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tacts a small disc on the door. 
When the door is closed, the mag- 
net holds it, firmly. According to 


reports it can’t stick, closes gently, 
and opens just as easily. Installa- 
tion is equally simple, just three 
wood screws. Write Engineering 
Achievements, Inc., Dept. AL, 1231 
Tchoupitoulas St., New Orleans 13, 
La. 


New Flooring in Cartons 

Sells Off Dealer's Shelf 
Flooring sufficient to cover 10 

square feet of floor area is con- 

tained in each carton of Connor’s 

new packaged Laytite Maple and 

Birch Flooring. The carton saves 





BUILD PROFITABLE 











VENTILATING 
ROOF WINDOWS 
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WALK GATES 


ELECTRIC 
BARN CLEANERS 


ONE DEPENDABLE 
SOURCE OF GUARANTEED 
MERCHANDISE 


with more than 1500 PROFIT-MAKING 
items 


ONE UNIFORM HIGH 
STANDARD OF QUALITY 


OVER 50 YEARS' 
EXPERIENCE 


as progressive designers, creators, 
manufacturers of BARN EQUIPMENT 


SALES-STIMULATING 
ADVERTISING 


in the NATION'S LEADING FARM 
PAPERS 


ON-THE-SPOT "SALES 


CLOSING" ASSISTANCE 


from ENERGETIC ENGINEERING 
SALES FORCE 


Ring up MORE SALES . . . EASIER SALES 
REPEAT SALES — with CLAY equip- 
ment . . « @ “natural profits’’ line for the 
lumberman. Each CLAY dealer has the 
key to the ae farm market in 
his territory with this diversified line of 
barn, hog and poultry house items. Your 
farmer-customers prefer the proved supe- 
= 7 of CLAY products. They know the 
name means sound engineering — 
aie features — outstanding perform- 
— Get MORE than your share of the 
yment to be sold for the many farm 
buildi ngs to be built in your community 
this year. Sell CLAY —it pays! 


FREE 
CATALOG 


CLAY EQUIPMENT CORP. 
150 South Street 


CEDAR FALLS, IOWA 





ik 


both the dealer’s and customer’ 
time, says the manufacturer. No 
need to explain to customers about 
cost per M’, how to figure quantity 
required, allowance for matching, 
etc. Dealer prices this packaged 
flooring to the customer at so much 
per carton. A 10’ x 12’ room takes 
12 cartons. Dealer has no loss from 
flooring becoming dirty. Customer 
get clean, dust-free, moisture-fre 
flooring in sealed cartons which are 
convenient to stock and handle 
For descriptive leaflet and prices, 
write The Connor Lumber & Lani 
Co., Dept. AL, Marshfield, Wis. 


DC-2 Offered on 
10-Day Trial Basis 

The new model DC-2 for testing 
moisture content in lumber, is be 
ing offered on a 10-day free trial 
basis by the Moisture Register 
Company. The DC-2 utilizes : 
microammeter with dual ranges to 
test moisture content from 6% t 


28%. Two separate dials, one reat- 
ing in the high range from 6% 
28% and the other in the low rangt 
from 6% to 9%, give extreme a@& 
curacy in testing, particularly # 
the low ranges where consistently 
accurate readings have been diff 
cult to obtain. The instrument e& 
ploys the “Megohm Bridge” ani 
“null” principle; provides dire 
readings for many woods. Easy-t 
read calibration tables are supplied 
for added precision. Temperatut 
correction tables are also furnishel 
permitting readings from 40 to 2# 
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NEW... prefabricated 
PACKAGED TO SELL 


Manufacturers of — sliding 


RED CEDAR] | | a door 
SIDING | closet 


rantity and 


tching, 


ckaged 
> much SH | N G LES 
; = a nasco 


n takes 


Ss from © DOORS, JAMBS AND HARDWARE product 
tomers IN PREFABRICATED PACKAGE 

re-fre: —— © 20 MINUTE INSTALLATION 

ich are Guiting Pree © PROFITABLE SELLER 


handle. Supplied with special NASCO pat- 
Prices, ee ented hardware. Glides quietly on an 
~% Land eiencsin ieee ee nny overhead track. Adjustable lever allows 
Vis end for variations in floor level. Sliding 
™ door closet fronts finished in fir ply- 
wood, white pine, weldtex, birch and 
other woods. In many sizes. 


Write for Catalog. 


Bel | THURSTON-FLAVELLE LTD. [imeemeneeesectee 
a eG Wha. UNITED STATES SLIDING (IIRMENRIa 


7 241 Lexington Avenue, New York 16, N.Y. 
1zZes 3 


nges ti 
6% t 































































































Anaconda Copper 
Mining Co. 


Lumber Department 


OMAK-KWALITY F Bonner, Mont. 


Window, Door and 
Cellar FRAMES 


Pe Trim, Mouldings, Casing, Base, 
e reat: Finish Lumber, Furniture Spe- 
6% t .* cialities, Etc. 
y range , 


ial il , Manufacturers of 
me at } § District Sales Representatives 


arly i Mr. R. F. Taylor Mr. H. M. Tripp 


stentlr dy No. 24 Welwyn Road _P. O. Box No. 85 , Ponderosa Pine e Fir and 


= ; Great Neck, L. I., Crystal Lake, Ill. 
n diff Pe New York 


nt oie ae 3 Larch Lumber 
o” and Member Western Pine Assn. 5% 

direti 
jasy- 
upplied 
er ature 
nished, 
to 240 
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degrees. Long-life, low-cost batter- 
ies, coupled with automatic com- 
pensation for changes in voltage 
and tube variations, add to the re- 
liability of readings obtained with 
the DC-2. Write Moisture Register 
Company, Dept. AL, 133 No. Gar- 
field Ave., Alhambra, Calif. 


Glass Package 
for Turpentine 


A re-designed glass package for 
turpentine featuring easy-handling, 
emerald green Boston Rounds with 
Applied Color Lettering labels in 
two colors has been adopted by the 
Southland Naval Stores Company, 
of Gainesville, Tex., for distribut- 
ing its Old South brand of spirits 
of gum turpentine. Both South- 
land’s Old South spirits of gum 
turpentine and its spirits of steam 
distilled turpentine are packed in 
16-oz. and 32-0z. package sizes. 
The new package, say company offi- 
cials, offers numerous advantages 
from a merchandising as well as 
from a packing and handling stand- 
point. Boston Rounds are light in 
weight, handle efficiently in pack- 
ing line operations and occupy a 
minimum of space in shipping and 
for display purposes on dealers’ 
shelves. Labels will not tear or 


} i 

+3 T 

cit} i] % 

“3 GUM TURPEN! 

"tease soca 
ty yine 


fade and may be wiped clean with 
a damp cloth if dirty. Ceramic 
label is also impervious to water 
and to most other liquids. Bottles 
and ACL labels are supplied hy the 
Owens-Illinois Glass Company, 
Dept. AL, Toledo 1, Ohio. 


Kennametal-tipped Saws 


Kennametal-tipped saws for use 
on woods, plastic, fiber board, and 
similar materials, are of the com- 
bination-design having an_ even 


number of segments of five teeth 
each—four alternate-top-bevel scor- 
ing teeth followed by a deep gullet 
and a full faced raker tooth. This 
combination tooth design reduces 
vibration and noise, makes for 
smooth, accurate cutting, and ex- 
tends the time between resharpen- 
ings. Write Kennametal, Inc., Dept. 
AL, Latrobe, Pa. 


Fully Automatic Calculator 


A new calculator offers complete 
fully automatic multiplication, di- 
vision, addition and _ subtraction. 
Exclusive operating features facili- 
tate handling of payrolls, invoices, 
inventories and tax compilations, 
computing not only individual ex- 
tensions, but also final results. All 
figure-work problems are handled, 
from elementary to the most com- 
plicated, with simplicity and ease. 
Stressing answer production and 





operational comfort, the new ma- 
chine permits the operator to write 
the answer to one problem while 
the next is being automatically 
computed. Write Friden Calculat. 
ing Machine Co., Dept. AL, San 
Leandro, Calif. 


Router for Homecrafters 


The Porter-Cable Machine (Con. 
pany has added a new low-priced 
router, Model PR, to its line of 
Guild Tools which are designed 
especially for homecraft and hobby 
use. The router is a professional 
type woodworking machine with a 
revolving vertical shaft designed to 
take a wide assortment of bits and 
cutters. The tool is used for three 
general types of work: 1) relief 








“Tower” Trimmer 
Quickly Pays for Itself 


Saves Freight, Raises the 
Grade of the Lumber, Makes it 


to Sell More Readily. 


Thousands In Use Everywhere 





Worth More per M., Causes It 


Se controls th 
— , contro! 
Re 


Built in Nine Sizes from 16 to 32 Feet, For Mills with Capacity of 
30 M Feet per Day 
Available with Babbitt, Ball or Roller Bearings 


The R. J. Tower Iron Works, Greenville, Michigan 


BUILDERS OF GRATES, EDGERS AND TRIMMERS SINCE 1889 (SIXTY-ONE YEARS) 


is is the crank for shifting the saws, 
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PEP ee ETD, 


; ARE YOU FILING YOUR RECORDS ‘ 
IN A FIRETRAP? 

, Get your free copy of booklet below 

| dent's % Mosler Safe c. 
| Main Office: 320 Fifth Ave., New York 1, N. Y. 
l 
I 
i 
1 


Dealers in principal cities . Factories: Hamilton, 0. 
Largest Builders of Safes and Vaults in the World 
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“Krom Uur Uwn Forests and Mills” 


Anything in 
West Coast. Woods 


Manufacturers of: 


Mouldings 
Furniture Dimension 
‘ Glued-Up Stock 
Industrial Shook 
Venetian Blind Stock 
Ready-to-Assemble 
Furniture Parts 
in fact, Anything in 
West Coast Woods! 


Send us your inquiries for 


PONDEROSA PINE, SUGAR PINE, 
INCENSE CEDAR, DOUGLAS 
AND WHITE FIR 





1635 Dierks Building 
Phone: Victor 41 
Kansas City 6, | 6, Missouri 


PLEASE DIRECT ALL INQUIRIES \ 
TO ANDERSON, CALIFORNIA 
Sawmills: Canby, Calif., and Anderson, Calif. 
Remanufacturing Plant: Klamath Falls, Oregon 
Box Factory: Alturas, Calif. 
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CAP TRIMS 


for all wall materials, 5/32” through 1/2” 
—including vitreous glass facings 


381-6 


A. REG. or any wall materials you ‘wok with, 
there’s a wide choice of CHROMEDGE cap trims to get the 
effect you want. The “81” series features a rounded bead at 
the outer edge. The “381” series is of modernistic “straights 
and angles” design. (Both are also available with a 14” lip 
recess.) 81-3, 81-4, 381-3 and 381-4 accept vitreous glass fac- 
ings. There are also many color-insert caps like No. 1066, of 
various face widths. For every moulding need, it’s easier, to do 
a better sod er | you pick trims from the big line of more than 
700 Chromedge shapes. 

See your Chromedge The i; T Metals Co. 
dealer or write. 7 Columbus 16, Ohio 























Everybody’s talking about the new 
Bruce Ranch Plank Floor 


e 
For complete information, write E. L. BRUCE CO., Memphis, Tenn. 
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work, veining for recessed designs, 
grooving, dadoing, ploughing with 
templets, and other routing that 
does not require a complete cut- 
through; 2) shaping edges of all 
types, molding, tongue and groove, 
rabbet, dove-tail, and decorative 
edges; and 3) for routing con- 
toured cut-out work for display 
panels and custom cut-out work in 
woodworking and mill shops. Write 
Porter-Cable Machine Company, 
Dept. AL, Syracuse, N. Y. 


Evans FR-1 6-foot Rules 


The Evans FR-1 6-foot folding 
rule, on the market since last 
spring, features slats molded of 
“Evanex”, a solid white material 
that will not shrink, stretch, warp 
or split in any climate. “Evanex” 
is so strong that the Evans Rule 
can be bent tip-to-tip without 
breaking. The joints are of steel, 
brass-plated to resist rust. All ship- 
ments of the 6-foot folding rule to 
hardware distributors and mill sup- 
ply houses are now going out in a 
new display box. Its hinged lid 
opens to form an _ eye-catching 
three-color display with space for 
dealer to write in the retail price. 
Each of the 12 rules in the new 
display is protected by individual 





sleeves which carry the Evans guar- 
antee and instructions for care of 
the rule. Write Evans & Co., Dept. 
AL&BPM, 57 Branford St., New- 
ark 5, N. J. 


Plane Has Pressure-Cast 
Unbreakable Aluminum Body 
Called U-Tila-Plane, this new car- 
penter’s plane is light in weight, 
compact, streamlined and designed 
to withstand years of rugged use. 
It is 7 inches in length and has a 
cutter blade 15g inches in width. 
One of its special features is the 





unbreakable pressure-cast alumi- 
num body. Also the cutter biade 
has a 3-point locking support 
which provides a means of solid 
anchoring with very little adjust- 
ment. The blade is stamped out 
of high carbon steel, atmospheric 
hardened, flattened and _hollow- 
ground. Position adjustment of 
U-Tila-Plane is quickly accom- 
plished by means of a _ knobbed 
thumb nut. Door planing is made 
simple because of easy cross-cut- 
ting as well as_ length-shaving. 
Write V-Til-A Corp., Dept. AL&- 
BPM, 1450 S. Michigan Ave., Chi- 
eago 5, Il. 


Stainless Steel Moldings 
in 13 Styles 


R. D. Werner Co. announces a 
new line of stainless steel moldings 
in 13 different styles. Chromtrim 
stainless steel moldings in 6’ lengths 
will be included in the consumer 
line and 12’ lengths in the mechan- 
ics’ line. In addition to the 13 stain- 
less steel numbers, 9 wallboard and 
wall linoleum shapes have been 
added. The Chromtrim line of 
“Trim-it-Yourself” shapes now in- 
cludes 38 shapes from which the 
dealer can make his own selection 








(2) FLUORESCENT LIGHTED 
MEDICINE CABINETS 


Cost Less 


Complete Bennett Bilt 
Fluorescent Lighted 
Medicine Cabinets cost 
less to buy and install 

than separate electrical 
wall fixtures and cabinets 

of equal quality. These 

cabinets increase the at- 

tractiveness of modern 
rooms by providing a more 
finished, self-contained, 

compact installation. 


WHY 


PARK LANE 











Nothing has been over- 
looked for convenience 
and quality. No other 
medicine cabinet has 
all 18 built-inpremium 
features. That’s why 
you should specify 
and buy Bennett Bilt 
Fluorescent Lighted 
Medicine Cabinets. 
It costs you nothing for 
the fully-illustrated 
complete line catalog 
++.it May mean many 
dollars to you. Write 
today. 





THE BENNETT MANUFACTURING CO., ALDEN, N. Y. 


CUSTOM METAL CRAFTSMEN SINCE 1906 
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A 
7 GOOD BOOK 


on the 
use of the 


STEEL SQUARE 


It has been written so that the 
reader will be able to learn all 
standard uses of the steel square 
entirely from the book. 

















The book is filled with actual examples and previously 
acquired knowledge of framing or other intricate carpentry 
operations is not required. The examples are so explained 
‘and illustrated that the reader can easily apply the prin- 
ciples to practica! jobs he may be doing. 


This book is full sized (5!/2”x81/”) and is easily read be- 
cause it is printed in very legible type. The many helpful 
illustrations are exceptionally clear. 
durably bound in water and vermin proof cloth. 


It is handsomely and 


The book contains 96 pages, 101 illustrations, and is thor- 


POSTPAID $2.25 


Send Orders to 


American Lumberman & Building 
Products Merchandiser 


North 139 Clark Street 


Chicago 2, Illinois 
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SINCE 1919... 
ist- the first and 

out finest in 

eric finished oak 


low- 


an . PRE-FINISHED OAK 


ybed HARDWOOD FLOORING. Ye"x2” & 1%” and 25/32"x2%," & 1%”. Rich, gleaming twilight 


1ade . - : tone finish is ‘ironed into the wood" on CROMAR'S exclusive sub- 
Conveniently machine packaged in steel-strapped surface process. Self-leveling joint. Nail holes machine-punched. 





flooring! 





cut- bundles. Prompt shipment on most grades. PHONE 

ing. WILLIAMSPORT 4181, wire or write... UNFINISHED OAK & HARD MAPLE 
L&- THE CROMAR COMPANY 25/32"x2%,", 2” & 1%”. Straight line, top quality, standard 
Chi- matched. Well manufactured from Appalachian Oak and Hard 


SUSQUEHANNA ST. WILLIAMSPORT, PENNA. 


Maple, carefully graded. 











= Al Clements Damber Co. 


ie MANUFACTURERS & WHOLESALERS + DOUGLAS FIR LUMBER 


maa “Kiln Dried” 
’ Industrial & Housing Materials .~@ 
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EUGENE, OREGON: P.0.BOX 908- PHONE 5-3317-TELETYPE EG 49 


tion 





SHEVLIN-McCLOUD LUMBER COMPANY 


»K ( Successors to Shevlin Pine Sales Company } 








SELLING THE PRODUCTS OF DISTRIBUTORS OF 


SPECIES 
*THE McCLOUD RIVER LUMBER 


COMPANY 
McCloud, Calif. 
*THE SHEVLIN-HIXON COMPANY 
Bend, Oregon 
“Member of the Western Pine Associa- 


SHEVLIN PINE 


Reg. U. S. Pat. Off. 
EXECUTIVE OFFICE 
900 First National Soo Line Building 
MINNEAPOLIS, MINNESOTA 


PONDEROSA PINE 
(PINUS PONDEROSA) 


SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 





























the a DISTRICT SALES OFFICES: 
all 
NEW YORK CHICAGO 
— 1604 Graybar Bldg. 1863. LaSalle-Wacker Bidg. 
. Parderosa Pave Woodwork Lexington 2-9117 Telephone CEntral 6-9182 
yusly . 
ontry 


ined : : 
prin- We ie 


I pful 


and .* ° Makes Pickets 
“g : at Low Cost 


SCHUBERT 
Picket Cutter 


Points 200 to 250 154"' to 3%" width pickets per hour year after year use. 24" high. Hand operated. 30" 
with planer-smooth finish, No sanding required. long handle provides easy leverage. Anyone can 
Adjusts to cut any degree of sharpness or bluntness operate. Enables you to utilize odds and ends of 
of picket point. Light enough to carry to stock pile lumber profitably. Seven day delivery. Send today 
—wt. only 38 Ibs.—yet strong and durable enough for for literature. 

Net price $47.50 f.o.b. Wilmette, Illinois. (Where state sales tax applies, add tax.) 


H.A. SCHUBERT of © PEN E Ved cB babtct a 


nois } ‘ ) I WATOM WET bectonaes sae ou-e Wilmette, Illinois 
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of 14 styles and receive the newly 
designed stock and display mer- 


chandiser. Write R. D. Werner, 
Dept. AL, 295 Fifth Ave., New 
York 16, N. Y. 


Boston Varnish Announces 
Master Painter Line 

Completely new from label to 
formulae are the eight new prod- 
ucts just announced by the Boston 
Varnish Company under the name 
Master Painter Finishes. They 
have all been planned for work 
where ease of application, excel- 
lent hiding and exceptional “stay 
put” qualities are most important 
for the professional painter, especi- 
ally in the enamels. The new line 
includes: Master Painter Enamel 
Undercoat,—a hard drying under- 
coating; Master Painter Pigmented 





Wall Sealer,—for preparation of 
unpainted surfaces in one applica- 
tion; Master Painter One Coat Flat 
White,—a heavy bodied flat white; 
Master Painter One Coat White 
Enamel,—an effective enamel where 
time and expense will not allow 
two-coat work; Master Painter Flat 
Enamel White,—for a soft matte 
finish; Master Painter Semi Gloss 
White; Master Painter Paste 
White,—especially economical -and 
satisfactory when properly re- 
duced; Master Painter All Purpose 
Outside White,—to be used either 
white or tinted for those jobs where 
only the best quality is wanted. 
Write Boston Varnish Company, 
Dept. AL, Everett, Mass. 


Waster Painter 


FINISHES 














New Chevrolet Line 
Comprises 20 Series 


Impressive improvement in road 
performance through increased en- 
gine power, plus advancements for 
the added comfort and safety of the 
driver, feature the new 1950 line of 
Chevrolet commercial cars and 
trucks. With a wide variety of mod- 
els for all types of hauling jobs, the 
Chevrolet line comprises 20 series 
on nine wheelbases. Gross vehicle 
weights of the trucks range from 
4,100 to 16,000 pounds. Trucks are 
available in 12 attractive colors, 
Horsepower of Chevrolet’s two 
valve-in-head engines—the sturdy 
Thrift-Master for light- and me- 
dium-duty trucks and the rugged 
Load-Master for heavy-duty units 
—has been stepped up resulting in 
greater power for all usable road 
speeds. Chevrolet’s Load-Master 
engine now produces 105 horse- 
power while the Thrift-Master de- 
velops 92 horsepower. Better rid- 
ing qualities of the 1950 trucks re- 
sult from improved shock absorbers 
for Series 3000, heavier front 
springs for cab-over-engine models 
in Series 5400 and 5700, and op- 
tional auxiliary rear springs for 












Sustained 
Yield 








> WINTON LUMBER SALES CO., Yockay “/ower. MINNEAPOLIS 2. MINN. 
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RUSSELL & PUGH 
| LUMBER CO. 


SPRINGSTON, IDAHO 







Idaho White Pine 

Douglas Fir 

White Fir 
Cedar 











Ponderosa Pine 


E. J. Linke, Pres. 
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Lo. i. 


Lumber Corp., Carlton, Ore. 


Douglas Fir 


A Sustained Yield Operatica 


Graham Griswold, Secy. & Treas. 






Quality Lumber 
for 62 Years 







K. California Sugar Pine , 
Ponderosa Pine 
"Western White Spruce 


Cut Stock -- Mouldings 
Industrial Box Shook 


SF har Fa Weodeorh 


x 





Manufacturers 


Guy Haynes, V. P. 
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lbicur and easy to operate---Raynor Model R120 is 
constructed with heavy duty hardware and Rayner Grad- 
uated Seal to assure durable, dependable service. 


For additional eye appeal Raynor Doors are available 
in beautifully machine tooled, raised panels. 


Model R120 is typical of the rugged, long lasting design 
and construction built into every Raynor Door. 


Contact your nearest 
Raynor representative or 
write direct for complete 
dealer and distributor 
franchise information. 


i RAYNOR MANUFACTURING CO. 
DIXON, ILLINOIS 


HOLT HARDWOOD (0. 


Manufacturers of 


MAPLE @ BIRCH @ BEECH @ OAK 
STRIP @ BLOCK 
and 
HERRINGBONE 
FLOORING 


* 
BROOM HANDLES 
GRADED SAWDUST 


a 
High Grade Northern Hardwoods 
* 
Custom Kiln Drying 


e 
Members: M. F. M. A. WN. H. L. A. 


OCOnTO, WISCONSIN 


N. H. & H. M. A. 
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combination 


ABESTO LIQUID, teamed up with 
SMOOTH SURFACE ROLL ROOFING, 
produces a better built-up roof at lower 
cost. 

ABESTO LIQUID is also ideal for base- 
ment damp proofing and roof coating. 








Write for specification sheets 


besto 


TRADE-MARK REG. U. S. PAT. OFF. 


Manufacturing Corp., Dept. D-3, Michigan City, Indiana 





* MAKE THIS SURE PROFIT 


for yourself and customer 























Your trade wants this Donley Steel Area Wall because every 
installation means a saving of labor and better final margin 
of profit. Your own quick turnover and profit are assured... 
Donley Area Walls are fabricated from U S S copper alloy 
steel with tight coated galvanized finish. Width of opening 
38" and five depths—I2", 17!/2", 23/2", 29" and 35"... 
Builder simply places Area Wall against foundation and back- 
fills with earth. Or, if desired, flanges may be bolted through 
convenient slots, using galvanized bolts, supplied on order. 


Consult our 24-page catalog in American Lumberman 
Merchandiser or a copy will be sent om request. , 


THE DONLEY BROTHERS COMPANY 


13928 Miles Avenue, Cleveland 5, Ohio 











medium-duty Series 3800 units. 
Also new are seat cushions for all 
cabs increasing the seat width to 
56 inches, new steering knuckles 
and larger spindle diameter on 
front axles for heavier hauling op- 
erations and a larger Hydrovac 
power brake for heavy-duty units. 
Write Chevrolet Motor Division, 
Dept. AL, General Motors Bldg., 
Detroit 2, Mich. 


Fenestra "Packaged" 
Basement Window 


A completely redesigned, entirely 
new basement window is being of- 
fered in a package by Detroit Steel 


Products Company, makers of Fen- 
estra steel building products. It is 
reported to be the first packaged 
basement window in the metal win- 
dow industry. The package includes 
the window, full glazed, screen and 
a storm sash insert with screws and 
clips for installing. It takes only 
60 seconds to attach the screen; and 
the storm sash can be attached in 
equally rapid order. Packaging 
makes the product easy to handle 
and eliminates handling and loss 
of parts. Field glazing is done 
away with. The window has com- 
plete double contact weathering, 
and is completely machined for 
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HEMLOCK 
BEVEL and 
BUNGALOW SIDING 


END-MATCHED 
CEILING 
FLOORING 
SIDING 











3 Modern Mills 





YOUR STOCKS 


with a Mixed Car 
of Willamette Quality Products 


This is the time of year when many dealers 
need several items to balance their inven- 
tory. 


Many smart dealers are solving this problem 
with one of Willamette Valley’s economical 
mixed cars of quality lumber products. Be 
sure to include some Hi-Hemlock dimension 
and cost-cutting end-matched ceiling, siding 
and flooring. 


This well-manufactured, kiln dried, properly 
graded stock will please you —and so will 
our mixed car service. 


WILLAMETTE VALLEY LUMBER CO. 


DALLAS, 






OREGON 
725,000 Feet Daily 
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screens and vertical mullions. It 
also has an open-in vent which eas- 
ily opens from the top; locking de- 
vice is positive and trouble free. 
The new basement window will also 
be available unglazed and unpack- 
aged. Write Detroit Steel Products 
Co., Dept. AL, 3103 Griffin St., De 
troit 11, Mich. 


SEND FOR THESE: 


A new bulletin No. 302 on In-Line 
Mounting Master Valves and Pilot 
Valves is available from Ross Oper- 
ating Valve Company, Dept. AL, 120 
E. Golden Gate Ave., Detroit 3, Mich. 
The In-Line Master Valves are de- 
signed to boost production by per- 
mitting faster machine speeds, te 
reduce operating costs because of 
less air consumption, and to provide 
for easier operation. 


How To Be Human on the Job, 
by Wallace G. Strathern and _ pub- 
lished by National Foremen’s Insti- 
tute, Inc., New London, Conn., is 4 
56-page, illustrated booklet for super- 
visors in industry giving the nine 
basic rules for good human relations. 
Price 50c a copy. Write National 
Foremen’s Institute, Inc., Dept. AL, 
New London, Conn. 


















The use of pentachlorophenol as a 
wood preservative on the farm is 
described in a 25-page booklet avail- 
able from Monsanto Chemical Con- 
pany. The easy-to-read booklet gets 
down to dollars-and-cents examples of 
the advantage of treating wood with 
pentachlorophenol solutions. Properly 
used solutions of the chemical, com- 
monly known as penta, are said to 
protect wood from attack by decay 
and wood-eating insects, increasing 
its service life several times. A 
brief history of the chemical’s de- 
velopment, something of how it 
works and recommended methods of 
application are included. Suggested 
uses on the farm range from gardet 
stakes to barns and silos. Write 
Monsanto Chemical Company, Dept: 
AL, St. Louis 4, Mo. 








































































to Satisfaction 


r Lumber 


STRAIGHT CARS 





MIXED CARS 


including 


lumber, plywood, doors 


DOUGLAS FIR 
WEST COAST HEMLOCK 


Prompt 
Shipment 


cl 


Dependable 
Values 


o THE GRISWOLD LUMBER Go. , 





AFFILIATED 


\ MILL INTERESTS: 





Manufacturers and Wholesale Distributors 


FAILING BUILDING 


PORTLAND 4, OREGON 


Telephone ATWATER 8319 


1S Million Feet Annual Cut 





45 Million Feet Annual Cur 


Carlton Manufacturing Co. L. H. L. Lumber yy, 
CARLTON, OREGON CARLTON, OREGON 








TANNEWITZ 


PNURECT VY -Uaie 
SA UG s 


for Swing Saws 


SAVES 


$30 to $50 A MONTH 
IN LUMBER AND LABOR 


30 Days Free Trial 


. 
ORDER NOW OR SEND FOR 
CIRCULAR 


TANNEWITZ WORKS 


GRAND RAPIOS 
MICHIGAN 




















Lumber Corporation 


@ Yellow Pine 
@ Southern Hardwoods 


“A Wood for Every Purpose" 


KIRBY BUILDING 


HOUSTON, TEXAS 





"Is it as Good as Kirby's?” 
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* operation 

*maintenance 
- on the purse 
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The CAPITOL Taper Seal GARAGE DOOR 


is a Profitable Door for you to recommend and install. 
Customers like these self-selling, Taper Seal features: 





beauty — feather-touch operation — balanced action 
— complete weather protection — long, trouble-free 
life — reasonable cost. For you — faster sales — 


greater profits. Sizes: 8'0” x 6'6”; 80” x 7’0”; 8’0” 

x 76"; SO” x BO": Ve” x 70"; Se” x SOs WU” x 

7'O"s 100" x SU"; 100" x 90"; 10°C" x 100". 
—_— 


How! THE NEW ss 
CAPITOL STREAMLINE 


FLUSH-PANEL 8 : 


For Faster Sales 
— 


Gor Greater Profits 
— stronger, longer lasting — combines beauty and 


economy. Panels are electrically bonded (not nailed) 
to each side of the frame — insures rigidity — pre- 
vents warping and distortion. Sizes: 8'0” x 7’0”; 
8’0” x 7’6”; 8’0” x 8’0”; 90” x 70”. Thickness — 134”, 


See your lumber dealer or write us for prices. 


CAPITOL PRODUCTS 


118 SOUTH THIRD STREET ec SPRINGFIELD, ILLINOIS 
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D. your customers a real service... recommend Tidewater Red 
Cypress. It is truly “The Wood Eternal’. This wood gives outstanding 
service, especially when used under adverse conditions. Can’t be beat 
for homes, interior finishes, farm fences, silos, barns and many 
industrial uses. 


TERMITE RESISTANT: According to the U. S. Department of 
Agriculture, Tidewater Red Cypress is naturally resistant to 
termite destruction. 


DECAY RESISTANT: Nature has done for Tidewater Red Cypress 
what man has tried to do for other woods through artificial induc- 
tion of preservatives, 


AMERICA IS STILL TOO YOUNG TO KNOW HOW LONG TIDEWATER RED CYPRESS WILL LAST 


Take advantage of our free consulting service to help solve your next 


wood problem, 
Cypress 


The Wood fternut™ 


4237 DUNCAN AVE. « St. Louis 10, Mo. : 


ee ee 


LUMBER COMPANY 












Red Cedar Closet Lining 
Guaranteed 90% Red Heart or Better 


Only SUPERCEDAR is of 100% oil content 


the same uniform high Suggest Cedar Lined 
i t 
eee caer Closets to Every Home 
Builder. There is 


package to contain 
Nothing Better than 

















90% Red Heart or 
better, and 100% 
ecil content 
which produc- 
es the pleas- 
































eOWNs 
|SUPERCEDAR| 





ing aroma. cL NING 
. a 

SEALED “ 

PACKAGED More home builders are 


specifying cedar lined 

closets today than ever— 
and Brown's SUPERCEDAR 
is nationally advertised to 

thousands of new home pros- 
pects,architects and builders. 
SUPERCEDAR closet lining is 
surfaced, tongue and grooved, 
ready to put on with no waste. 

Packaged and sealed with the 
Geo. C. Brown label and guaran- 
tee, famous since 1886. 


Product of 
GEO. C. BROWN & CO. 
GREENSBORO, N. C. ESTABLISHED 1886 


LARGEST MANUFACTURERS OF 
AROMATIC RED, CEDAR IN THE WORLD 


LABELED 
















ramous 
NAMES IN 
NETTING .... 


pone 


U. S. HEXLOK— 
The Perfect 
Hexagon-Mesh 
Netting with 
Lock-twist 


Weave... 
LTRY HETTING 
; POULTRY Ye 
a 


S7 
“~ 


U. S. STRAITLOK— 
The Original 
Straight-Line 
Poultry Netting; 
Woven Like 
Farm Fence 


7 
“~ 


U.S.41N 1— 
The New 
Chick-tight 
Straight-Line 
Netting with 
Graduated Mesh 


Available in either 
galvanized before 
or galvanized after 


weaving 


INDIANA 
STCCL & WIRE CO 











Sash and Door Warehouse 
to Be Erected in Amarillo, Tex. 


Plans for a new 68,000 sq. ft. sash 
and door warehouse to be erected in 
Amarillo, Tex., were announced by 
John Maynard, former owner of the 
Maynard Lumber Co. for 24 years. 
The retail lumber yard was recently 
sold to Amarillo Lumber Company, 
Inc., of which Walter E. Wirtz will be 
president. 

Associated with Mr. Maynard in his 
new business will be Vernon Walling 
of the Walling Sash & Door Company 
at Wichita, Kan., Mr. Maynard’s son 
Curtis, and Carter Wood, both of The 
New Mexico Company at Albuquer- 
que. The name of the new firm will 
be the Maynard Sash & Door Com- 
pany. Only a small amount of mill- 
work will be manufactured since the 
business will be conducted almost en- 
tirely as a jobbing organization. 
Practically every item will be avail- 
able which lumber dealers generally 
purchase in less than carload quanti- 
ties. 

The new building, 


VYames in the News 


scheduled for 





completion and ready for business 
early in the spring, was designed for 
maximum use of fork lift equipment 
in unloading railroad cars, and load. 
ing of big trucks. 


Fiddes-Moore Adds New 
Warehouse and New Products 


Fiddes-Moore & Company, midwest 
distributor of plywood, doors and 
building products, with main offices 
and warehouse at Hammond, Ind., has 
announced the opening of a new sales 
office and warehouse at Ft. Wayne, 
Ind., with Rale Liva and Larry Fla- 
hive in charge. The new facilities will 
provide faster and more convenient 
service for lumber dealers in the Ft. 
Wayne area. 

It was also announced by Fiddes- 
Moore that the company has been ap- 
pointed distributor for two new na- 
tionally-known lines: Panelyte Plas- 
tic Laminates and Mengel Products 
including Mengel Flush Doors, Men- 
gelbord and Mengeiux plywoods. An- 
other product recently added by 
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OFFICERS AND TRUSTEES OF AMERICAN FOREST 
PRODUCTS INDUSTRIES 


BOARD OF TRUSTEES OF AFPI:—This photograph of the Board of Trustees and 
Officers of American Forest Products Industries, Inc., was made November 2 in Wash 
ington, D. C., at their annual business meeting. Seated from left to right are: Stuart B. 
Copeland, Northwest Paper Co., Cloquet, Minn.; Walter J. Damtoft, Champion Paper 
& Fibre Co., Canton, N. C.; Leonard G. Carpenter, Shevlin-McCloud Lumber Co. 
Minneapolis, Minn.; Col. William B. Greeley, Seattle, chairman of the board; W. J. 
Bailey, West Virginia Pulp & Paper Co., New York; Sydney Ferguson, Mead Corpore 
tion, New York; Clyde S. Martin, Weyerhaeuser Timber Co., Tacoma, Wash.; E. W. 
Daniels, Harbor Plywood Corporation, Hoquiam, Wash.; and J. M. Brown, Northwest 
Timber Company, Spokane, Wash. Standing from left to right are: William Swindells, 
Willamette Valley Lumber Co., Portland, Ore.; John B. Veach, Hardwood Corpor® 
tion of America, Asheville, N. C.; P. H. Glatfelter, P. H. Glatfelter Company, Spring 


ge 


$ 
’ - 


Photo by AFPL 


Grove, Penna.; W. G. E. Nicholson, Union Bag and Paper Corp., New York; C. 0. 
Brown, International Paper Co., New York; Karl Swenning, Hollingsworth & Whitney: 
Boston; and Charles A. Gillett, Washington, D. C., secretary and managing directot 
of AFPI. Alexander Calder of New York, and James L. Madden of Boston, represent 
ing Union Bag and Paper Corporation, and Hollingsworth & Whitney respectively. 





although members of the AFPI board of trustees, do not appear in the picture. 


They 


were represented in Washington by Mr. Nicholson and Mr. Swenning. 
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PONDEROSA PINE 
WHITE FIR 


SUGAR PINE 





TRANSIT CARS IN ALL GRADES 
GIVE YOU RAPID SERVICE 





ASK FOR OUR SPECIAL OFFERS! 


H. S. CHISHOLM, INC. 
737 W. 3rd St., Reno, Nevada 
Phone 2-5043, 2-1700 


SHOPS 
Glued Stock 


TWX RE-40 


COMMONS 


Patterns 


SELECTS 
Cut Stock 





INCENSE CEDAR 








le eS LENGTH 


Grade Stamped 


DOUGLAS FIR. 


SPECIFIED DIMENSION 
OUR SPECIALTY 





We can ship straight cars of one length or any specified lengths 
you want. Boards and small timbers of course. Also precision 
trimmed Studs cut to exact length. 


Let us know your needed items. 


TIGARD e eo} itete), | 


Telephones — Portland Line CH. 3330 or Tigard 2301 


Get your yardsticks direct, $54.40 per 1000, 
quantity prices and sample on request. 


ONE COLOR PRINTING SIZE— 14%" x 5/32" x 36” 


SHAW SUPPLY CO. 
Dept. AL-4 Box 1206 


Nashville, Tenn. 








SAW REPAIRS 
We Do All Kinds of Circular Saw Repairing 


Our specialty is cutting down worn out !nserted Tooth Saws 
and making them like new and only a little smaller. We also 
change Solid Tooth Saws to Inserted Tooth. 


We use only Simonds Bits and Shanks in our Repair Work be- 
cause we know Simonds Bits and Shanks make any saw a 
BETTER saw. 


Distance is no Barrier. We have customers in almost every 
state, because, after 51 years’ experience we know how. 


J. H. MINER SAW MFG. CO., Meridian, Miss. 


THE ORIGINAL MINER SERVICE 











Nothing conveys an impres- 
sion of quality and prestige 
more readily than a perfect 
business card designed by us. 
A letter from you will bring 
an assortment of the business 
cards we have made for others. 


THE JOHN B.WIGGINS Co. 
640 So. Federal Street, Chicago 5 








BURNER with 
CONE GRATE 


*Burns 25% More ® 
*With 75% less smoke and 
cinders. Fool proof 
We Also Bulld 
BOILERS —5 TO 1200 H.P. 
TANKS and STACKS 


STRUCTURAL STEEL 
FABRICATORS 


MFRS. FLANGED & DISHED HEADS 


We Stock 
Straight & Bent Boller Tubes 


SEATTLE BOILER WORKS 


in Our New Larger Modern Plant at 5237 E. Marginal Way 
SEATTLE, WASH. 


Slew 





ALIFORNIA 


SUGAR & WESTERN 


PINE AGENCY, INC. 
#1 MONTGOMERY ST. 
SAN FRANCISCO, CALIFORNIA 


Patter a ber 
Se Pe oclccte ed 
PAINE sia 


™ §~§=s- California Ponderosa Pirie 
Mouldings and Cat Stock 
\ Sugar 


ee 


















e substantial cash dividends 
e trained engineers 


e more than 80 branch claim offices 
in U.S. and Canada 














Lumbermens . 40 csr cum 


Operating in New York state as (A Mutual Casualty Company of Illinois 
James S. Kemper, chairman H.G. Kemper, president © Mutual Insurance Building, Chicago 40 
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WILL NOT SHRINK 


STICKS AND STAYS py 
a 


ha 
t 
! 




















Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What’s more, 
Durham’s Rock- 
Hard Water Putty 
gives you by far the 


any product of this 






















finish. Easy to use. 
economical. Just 
needed. 














( Here's the one that \ 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 








best profit-margin on 


nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 


mix with water as 
e Packed twelve 1-lb. cans or six 
4-1b. cans to case. Keep some of eath on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 





it WORKS BETTER. 











) DONALD 
DURHAM 
COMPANY 
Des Moines 4 
lowa 























Keeps indefinitely. So 










OSHKOSH. 


























OSHKOSH WOOD PRODUCTS 


CORPORATION 


Manufacturers of 


WOODWAY 
VENETIAN BLIND—SLATS, 
RAIL & FASCIA 
MOULDINGS—ST’D & SPEC. 
FURNITURE DIMENSION: 
GLUED-UP STOCK 
COMMERCIAL KILN DRYING 
CUT STOCK 
READY-TO-ASSEMBLE 


WISCONSIN 

















means 
Extra Profits 
for YOU 
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WOODWAY qualit 


“The Good Way to Buy 


Wt 





A WIT 











NYWVA\ NY 
} WAY 
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Fiddes-Moore is the new P-V Hard- 
board, a light-colored, resinized hard- 
board for general use. 


Retail Lumber Firm Completes 
50th Year of Operation 


Gideon R. Stegath, owner of the 
Stegath Lumber Company, Esca- 
naba, Mich., recently celebrated his 
company’s 50th year of operation in 
the lumber business. The Stegath 
company was organized in 1899 by 
Charles Stegath assisted by his six 
sons. Gideon assumed control of the 
lumber company in 1919. 

Today the firm’s staff is comprised 
of four, in addition to Gideon Stegath, 
and his son Austin, the general man- 
ager; Gideon jr. works part time in 
the business. Asked about the future 
of the lumber business, Mr. Stegath 
said, “Nothing can ever take the 
place of lumber.” 

The Stegath company originated as 






a retail lumber firm and in later ,eays 
added coal, lime, brick and cement, 
Still later a planing mill was estab. 
lished, and in 1906 the company jp. 
stalled a sawmill which eventually 
was sold along with the firm’s timber. 
lands. In celebration of its golden ap. 
niversary, the Stegath company spon. 
sored numerous sales and contests, 


Establishment of Vancouver 
Plant Announced 


Establishment of a million dollar 
plant in or near Vancouver, B. C., next 
year is proposed by Timber Structure 
Inc., of Portland, Ore., according to 
E. E. Ellis, technical superintendent 
and assistant sales manager of the 
firm. 

Mr. Ellis said the company planned 
to handle British Columbia fir and 
would manufacture trusses, arches, 
rigid frames, columns and girders, and 
fabricate and laminate wood for engi- 

















Stanley Line Goes on Tour 


The diversified line of hardware 
products manufactured by The Stan- 
ley Works, New Britain, Conn., will 
shortly be taken on a_ nation-wide 
tour of inspection for the hardware 
wholesalers and retailers of America 
in a_ specially constructed motor 
coach, it was announced by officials 
of the company. 

Designated as the “Stanley Hard- 
ware Rollorama”, the new mobile dis- 
play coach will carry over 1300 sam- 
ple items in the company’s builders 
hardware line and will visit every city 


in the country and be displayed under 


the direction of especially trained fac- 
tory representatives. 
is constructed on a standard 36 pas- 
senger 
modified body. 

At a dramatic preview this ultra- 
modern coach was contrasted with an 
actual-horse-drawn peddler’s wagon 
similar to the one used by Frederick 


T. Stanley, founder of The Stanley 


Works. 


George P. Merrill, general sales 






baken Displays, East Hartford, Conn. 


The Rollorama 


motor coach chassis with a 


THE STANLEY HARDWARE ROLLORAMA, designed and constructed by M. Rund- 


a 
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manager of The Stanley Works hard- 
ware division says: 


“The main purpose of the Rollorama 
is to assist the entire hardware trade 
by bringing a completely stocked 
show room directly to the dealers’ 
doors. Aboard the motor coach, a 
dealer may examine the Stanley line 
at first hand, get help in his hardware 
problems from the Stanley factory- 
trained representatives. On_ special 
blanks, which will be provided, he 
may also have orders placed through 
his jobber. 


“The introduction of the Stanley 
Hardware Rollorama represents n0 
change in The Stanley Works hard- 
ware distributive policy, but it does 
represent the continuation of mission- 
ary work.” 


Announcement of the Rollorama’s 
itinerary will be issued at a_ later 
date, company officials said today. Col- 
orful advance postcards will notify 
distributors when to expect the Rol 
lorama in their territory. 
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folding stairway 


@ No springs—Actuated 
by counterweights 


@ Easy to operate 
@ Safety treads on steps 
@ Insulated door panel 
@ Requires no attic space 
@ Shipped in one package 
Write for full information q AY 
PRECISION PARTS CORP. ' 


Nashville 7, Tennessee 








C. E. Klumb Lumber Company 


C. E. (ROY) KLUMB, Sr., Owner 


Wholesale Lumber Distributors 


An Experienced Lumber Service That Knows the 
Producer's Problems and the Buyer’s Needs. 


CRYSTAL SPRINGS, MISSISSIPPI 
“In the Heart of the Deep South” 


Phone 169 P. O. Box 391 











PLANER and JOINTER KNIVES 


- also high speed knives and. molding cutters 
let the woodworking industry. 


or 


“TAYLOR-STILES & CO. 


Riegelsville, New Jersey 


Western Agents: 


Hall & Brown, W. W. Machine Co., St. Louis, Mo. 





precision-engineered 


Caviking Guns and Spouted Cartridges 
Vital Cartridges are filled by leading caulk makers and supplied by dealers 














GILLIES BROS. & CO. Ltd. 


BRAESIDE, ONTARIO, CANADA 


Mfrs. of WHITE PINE (PINUS 
STROBUS) 


Genuine 
Also some Norway and Spruce 


AIR-SEASONED — WATER-CURED 


Rough or Dressed 
For 108 years, 1842 — 1950 
Capacity 30 million ft. annually 


Sa\mills — Braeside and Temagami, Ontario 





MEMBERS N.W.L.D. Assn. 
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| VITAL PRODUCTS MFG. CO. <rvesano +, onto 


CLEVELAND 4, OHIO | 





JAMES W. SEWALL COMPANY 


Consulting Foresters 


MAIN OFFICE: 


OLD TOWN, MAINE 


Phillips & Benner 
Ruttan Block, Port Arthur, Ontario 
Established 1910 





MAKE MORE MONEY 


on Bronze, Aluminum and 
Stainless Steel Specialties 


YES . . . LOWEST POSSIBLE 
PRICES to net you attractive 
profits . . . on NEWMAN non- 
ferrous railings, gates, grilles, 
doors, entrances, tablets, letters, 

famous for finer 
quality since 1882. 


TODAY write for folders 
FREE and complete information. 
DO IT NOW!!! 


NEWMAN BROTHERS, Inc. 


“FAMOUS FOR FINER QUALITY FOR 68 YEARS" 
Dept. A-L Cincinnati 3, O. 











CAN HELP YOU... 
.B-give greater service to your 
..C-increase your sales. Write for infor- 
mation and a copy of “The ABC’s of Making Money” 


A-make more money.. 
customers. 


HEAD OFFICE: 3109 WILSHIRE BLVD, LOS ANGELES 





neering and architectural use. 

Up to now the company has been 
operating in British Columbia under 
the name of Timber Steel Structures 
Ltd., with headquarters at 525 Vernon 
Drive, Vancouver. W. H. Adlington is 
district representative for the firm in 
B. C. at the present time. 


Six Complete Armstrong 
Sales Course 


Six members of the Armstrong 
Cork Company’s Building Materials 
Division Sales Training Class have 
completed their course in dealer prod- 
ucts and have been assigned to offices 
throughout the country, company offi- 
cials have announced. 

James H. Emack has been assigned 
to the Boston office; Walter H. King 
to New Orleans; Robert M. Pierce to 
Minneapolis; Richard M. Reid to New 
York; Eugene F. Ruether, Jr. to De- 
troit; and Porter R. Taylor, Jr. to 
Philadelphia. 


Flooring Sales Course 
Prepared in Monthly Installments 


Almost 3000 retail lumber dealers 
and salesmen are now benefiting from 
a special sales correspondence course 


entitled “How to Sell Hardwood 
Floors” currently being issued by 
E. L. Bruce Co. 


Prepared in monthly installments 
and mailed to the home addresses of 
enrollees, the course is designed to 








IT WORKS! 


PERSONALIZED HOUSE 
PLAN SERVICE BY MAIL 





We want you to know that we appre- 
ciate your very good service you 
gave on the Smith redraft as you 
know it does a great deal toward us 
selling the job. 


Wisconsin 


We want to express our appreciation 
to you and also to tell you that we 
are very pleased with the plans and 
costs of drawing same. 

Missouri 


Send your House Plan Redrafting to 


LUMBERMAN’S PLAN SERVICE 


PROMPT — REASONABLE 
120 Machin St. Peoria 5, Ill. 
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help boost hardwood flooring sales by 
thoroughly indoctrinating retail lum- 
ber sales personnel with background 
information about the product itself. 
Included is a wealth of little-known 
material about the manufacture, in- 
stallation, qualities and advantages 
and special sales appeals of hardwood 
floors. Installments are printed on 
smooth paper stock with profuse illus- 
trations for better readability and at- 
tractiveness. 


The course is edited under the direc- 
tion of C. Arthur Bruce, executive 
vice-president of the Bruce firm and a 
widely known figure in the hardwood 
field. Bound copies in sales-manual 
form will be offered to registrants at 
the conclusion of the year-long course, 
Bruce officials say. New enrollees may 
apply at any time by contacting the 
Bruce executive offices in Memphis, 
Tenn. Past installments are furnished 
to all late registrants. 





Remodeling Sales for 
Profits 


(continued from page 67) 


effective in bringing window shop- 
pers into the store. 

Plans, naturally, are drawn up 
for customers as_ required. All 
members of the company are 
trained to do a selling job, includ- 
ing Roderic Campbell, Fred Bron- 
son, the job supervisor, and August 
Fronckiewicz, the lumber’ yard 
manager. 


STORE DISPLAYS 


The downtown store is attrac- 
tively laid out to display numerous 
building materials. It is well 
lighted at night to attract window 
shoppers, and spot-lights pick up 
special displays for highlighting. 

Among the factors Campbell lists 
as necessary in his type of opera- 
tion are constant study to keep up 
to date on product knowledge, a 
willingness to do everything within 
reason to give the prospect what 
he wants, and to be responsible for 
all jobs and materials sold. In 
addition, he lists open-mindedness 
in new selling and merchandising 
ideas. He makes a practice of trav- 
eling around whenever possible to 
see what other dealers are doing, 
display and merchandisingwise. 


Bruce Campbell has years of ex- 
perience behind him to prove that 
the retail lumber business can be 
taken out of the realm of competi- 
tive, price cutting sales if a dealer 
is willing to lay out a program, 
stick to that program, and at the 
same time implement it with con- 
structive new ideas that are sound. 


a 
January 14, 1950, AMERICAN LUMBERM(AN © 











Cooperation Stressed 
by Mando President 


Nearly 100 Insulite sales executives 
and representatives from points all 
over the United States attended the 
two-day annual sales meeting of the 
Insulite Division of the Minnesota and 
Ontario Paper Company, held Decem- 
ber 19 and 20 in the Congress Hotel, 
Chicago. 

Highlight of the meeting was a 
speech by Donald D. Davis, president 
of Mando, who stressed the complete 
inter-dependence of employes, share- 
holders and customers, and the need 
for management to treat each of these 
contributing groups fairly. If enm- 
ployes and shareholders do not sup- 
port their company loyally, and if 
management doesn’t treat them and 
the customers squarely, the company 
itself will suffer with a resulting los: 
to all concerned, he said. 

C. T. McMurray, vice-president in 
charge of sales, also spoke, outlining 
Insulite sales plans and prospects for 
1950. He emphasized that in spite of 
the fact that 1950 buyers are expected 
to be cautious buyers, they do have 
the purchasing power and are ready 
and willing to buy good building prod- 
ucts. 
























New Western Pine Directory 
Published 


The Western Pine association has 
announced publication of its 1950 Di- 
rectory of Membership listing 30 
sawmills, their locations, sales office 
addresses and a percentage break- 
down of their productions by species. 

The 16-page 8%x11” booklet also 
gives a listing of the staple and fat- 
tory products and specialties manv- 
factured and handled. It lists five 
more mills than were contained in the 
1949 edition. 

Member mills listed are manufat- 
turers of lumber and related products 
from Western Pines and Associatet 
Woods including Idaho White Pine. 
Ponderosa Pine, Sugar Pine, Whité 
Fir, Douglas Fir, Larch, Enge!mam 
Spruce, Lodgepole Pine, Red eda’ 
and Incense Cedar. 

Copies of the directory may be 
cured without charge from Weste! 
Pine Association, 510 Yeon Building: 
Portland 4, Ore. 
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Companies Abnmounce 

Samuel Soss, vice-president in 
charge of sales for products of Soss 
Manufacturing Co., Detroit, (hinges 
for automobiles, furniture and gen- 
eral building purposes), announced 
the appointment of a sales represen- 
tative in the Hawaiian Islands re- 
gion. The new representative is the 
firm of B. F. Schoen, Ltd., Honolulu, 
T. H. The appointment, effective 
January 1, is in line with an expan- 
sion of overseas sales activities by 
the company which is now repre- 
sented in 45 foreign nations, Mr. Soss 
said. 


Everett F. Merrill, president of 


Merrill & Usher Co., Worcester, 
Mass., and Worcester Chamber of 
Commerce president, was_ unani- 


mously elected as the city’s temporary 
City Manager. Mr. Merrill will serve 
until a permanent City Manager is 
chosen for the job. 

C. Donald Dallas, chairman of the 
board, Revere Copper and Brass In- 
corporated, New York City, has ac- 
cepted appointment as a trustee of the 
Southwest Research Institute, San 
Antonio, Tex. The invitation was is- 
sued by Dr. Harold Vagtborg, presi- 
dent of the Institute. 

I. C. Raymond Atkin, 92 Knollwood 
Road, Short Hills, N. J., was elected 
a director of Johns-Manville Corpora- 
tion by action of the board of direc- 
tors, it was announced by Lewis H. 
Brown, chairman. Mr. Atkin is a vice- 
president, director and member of the 
executive committee of J. P. Morgan 
& Co. Ine. His election to the board of 
directors of Johns-Manville Corpora- 
tion fills a vacancy created by the 
death of the late E. T. Stannard, presi- 
dent of Kennecott Copper Corporation. 


Burr Odell’s appointment as sales 
manager of West Coast Stained 
Shingle Company, Seattle, Wash., 
manufacturers 6f Olympic brand of 
pre-stained shakes, shingles and sid- 
ing, was announced by Philip W. 
Bailey, owner of the firm. The an- 
nouncement was made on Odell’s re- 
turn from a survey of eastern and 
southern markets where expansion of 
Olympic distribution is under way. 

Walter W. McAfoos was appointed 
Los Angeles branch manager of the 
Keystone Steel & Wire Company by 
Walter H. Gardner, general sales 
manager. He succeeds W. L. Dixon, 
who continues with Keystone as sales 
Consultant in southern California. 
Promoted to a new post in Los An- 
geles under Mr. McAfoos is Irvin 
Bube, who has been in charge of sales 
for Keystone in Salt Lake City. 





oe 
Obituaries... 
ee - 
Captain W. D. Starbird, prominent 
lumbe operator and sawmill de- 


signe’. passed away in Portland, Ore., 


Bur 
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December 19. Born in _ Lewiston, 
Maine, in 1869, he went to Oregon in 
1887 where he was engaged in the 
lumber business in Baker, North 
Powder, Lakeview, Ore., as well as in 
Spokane, Wash., and Lewiston, Idaho. 
In World War I, Captain Starbird 
served in charge of the army’s saw- 
milling operations in France. After 
the war, he conducted an extensive 
sawmill engineering business in Port- 
land and in Spokane. Until six years 
ago, he operated a sawmill in Lake- 
view, Ore. Since that time Captain 
Starbird has served in the engineer- 
ing department of General Machin- 
ery Co., Portland, Ore. 


Paul F. Kinsey, 59, for 30 years 
Southern Texas Merchant Trade sales- 
man for the Keystone Steel & Wire 
Company died December 20 at the 
Santa Rosa Hospital, San Antonio, 
Tex. 


Roy C. Lammers, 68, Stillwater, 
Minn., died in Spokane, Wash., Janu- 
ary 5. Mr. Lammers was treasurer 
of the McGoldrich Lumber Co., from 
1905 until 1947 when the company 
was liquidated. He leaves his wife, 
son, daughter, five grandchildren and 
three brothers: Arthur who resides in 
Chicago, George, and Otis who is as- 
sociated with Brooks Scanlan, Bend, 
Ore. 


Edward F. Magee, 71, died Decem- 
ber 24 at his home in Jenkintown, Pa. 
Mr. Magee was president of the 
Magee-Fine Lumber Company, with 
offices in Philadelphia and Irvington, 
N. J., also a partner in Magee and 
Fine, operators of a wholesale lumber 
yard in Irvington. He was a former 
president and director of the Lumber- 
man’s Exchange of Philadelphia, and 
a former vice-president and past di- 
rector of the National-American 
Wholesale Lumber Dealers Associa- 
tion. He was also a member of the 
National Hardwood Lumber Associa- 
tion. 


John Hawley, 89, pioneer lumber- 
man, at Ontonagon, Mich., passed 
away December 19. John Hawley was 
born in Ontonagon in 1860 and his 
first employment was in a sawmill in 
that city in 1876. He has been in 
business continuously since 1881 and 
in the lumber business since 1896. In 
1903 he joined with local and eastern 
men in forming the Ontonagon Lum- 
ber and Cedar Company, and was 
manager of that business for a num- 
ber of years. In 1913 he established 
his own lumber business and after the 
termination of that operation in 1921 
was active in logging and other in- 
dustry matters until he again began 
lumber manufacturing in 1930. This 
business has continued up to the pres- 
ent. John Hawley’s life story is a 
history of the lumber industry in 
Ontonagon County where he spent his 
entire life. It is given to few men to 
be active in business for 73 years. 








ADVERTISING 
PAYABLE IN ADVANCE 


American Lumberman 6& Building Products 
Merchandiser is published every other Satur- 
day. It publishes the largest strictly classi- 
fied advertising section in its field. 

All ads tor classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 
6 point ~~ No cuts or special borders 
allowed. Please indicate classification de- 
sired. Publisher reserves ~~ to classify. 
edit or reject any classified advertisement. 
= —— commission or cash discount 

owed. 





Terms — Cash With Order 
Minimum Charge §2.00 
Rates: 
1 Time —10c per word for each insertion. 
Minimum charge of 50c per line. 
3 Times — 9c t word for each insertion. 
Minimum charge of 45c per line. 
6 Times — 8c z word for each insertion. 
um charge of 40c per line. 
26 Times — 7c ‘per word for each insertion. 
i um charge of 35c per line. 
For advertisements bearing box number count 
five extra wo There are approximatel 
5 words to a line and when less are specifi 
er used. regular line rate is charged. 
When answering box numbers or mailing 
copy for ads address them to: 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St.. Chicago 2. Iil. 


HELP WANTED 


Man wanted, capable drawing small home 
plans, taking material list. office work and 
counter trade. State age. salary and qualifi- 
cations. uburban Chicago. Address Box 
W-49, American Lumberman, Inc. 














Wanted: By small town lumber yard. young 
man for office and yard work. to sell and wait 
on customers. Address Box W-62, American 
Lumberman, Inc. 





Wanted man with hardwood inspecting and 
contacting experience with mills in the Appa- 
lachian territory. Good position with good 
salary for the right man. Give full details. 
experience and age in reply. 

Address Box W-61, American Lumberman. Inc. 





MILLWORK estimator and draftsman, prefer 
middle aged man highly experienced. cel- 
lent wages and working conditions if properly 
qualified. Give age, experience data and all 
other information in detail. Whelan Lumber 
Co., Inc., Topeka, Kansas. 





Millwork Man—For billing. detailing: esti- 
mating experience desirable. Prefer man 
30-40 years old but will consider all appli- 
cants. Permanent position with established 
firm. Address ae to Stiles, Inc., 1555 
Eastern Ave., S.E., Grand Rapids 7. Mich., 
Atten.: Merton Stiles, Jr. 





BILLER AND DETAILER : 
Also Estimator—wanted by old established 
architectural woodwork plant. Permanent 
positions for experienced capable men. 
Southern Mill & g. Co., Box 1087, Tulsa, 





Oklahoma. 
WANTED—Young man to do buying for line 
yard company. Must have knowledge of 


items generally hardled in retail lumber 
yard. : Address Box X-33, American Lumber- 
man, Inc. 
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HELP WANTED 


SITUATIONS WANTED 








EXECUTIVES—ARE YOU CONTEMPLATING A 
CHANGE? Then why trust to luck in locating 
your new position? Let us tell you about our 
service which is an economical, effective and 
confidential method of opening the door of 
opportunity with the right employer. For full 
articulars without obligation write 
EXECUTIVE SERVICE, Department *‘O”, 901 
Douglas Building, Chicago 4, Illinois. 





WHOLESALE LUMBER SALESMAN 
To represent large southwestern ponderosa 
pine manufacturer in state of Michigan. 
Largely industrial stock to offer. Excellent 
salary and commission to experienced man. 
Give full details in first letter. Your confi- 
dence respected. Address Box W-56, Ameri- 


can Lumberman, Inc. 





Lumber purchasing agent familiar with South- 
ern and West Coast mills. State age, salary 
expected and references. An excellent oppor- 
tunity for the right man. 

Brown-Graves Co. 
191 E. Miller Ave. 


WANTED: Experienced lumberman for counter 
and general sales work in North Dakota 
County Seat town. Good pay with oppor- 
tunity for advancement. Address Box X-35, 
American Lumberman, Inc. 


Akron 1, Ohio 








Salesman. Must have some experience in 
Western Pine and Fir to call on industrial 
and yard trade in Chicago and Northern 
Indiana. $300.00 per month drawing account 
and commission. New car furnished. State 
age and experience in letter. Address Box 
W-37, American Lumberman, Inc. 





Salesman to assist manager wholesale lum- 
ber softwoods Chicago and surrounding area. 
Prefer man with industrial following now em- 
peeves and making $10,000 a year or more. 

tate age and qualifications in letter. Address 
Box W-38, American Lumberman, Inc. 


Competent retail lumber yard manager. 25 
years experience all phases of lumber busi- 
ness, 44 years, married, family, desires posi- 
tion as manager of city yard of substantial 
volume or one with heavy potential volume. 
Capable of operating in a highly competitive 
situation. Now employed but wish to make 
a change. Address Box W-54, American Lum- 
berman, Inc. 





MILLWORK SUPERINTENDENT 
Detailer-Biller. Years of experience, manu- 
facturing fine detailed and stock millwork. 
Good expediter. Address Box V-41, American 
Lumberman, Inc. 





Position Wanted 

Young man desires position as assistant man- 
ager with future possibilities of advance- 
ment in a lumber yard. Prefer Mid-West. 
Veteran with two years College trainin. 
Honest and good references. Have had lum- 
ber yard experiences. Address Box X-21, 
American Lumberman, Inc. 





Situation Wanted 

Help yourself by hiring competent young 
man. age 32. College trained plus five 
ae retail lumber experience in all phases. 

ould like to manage a yard or purchase 
materials for a yard. Will locate anywhere 
in Mid-west. Write Box X-29. American 
Lumberman, Inc. 





Situation Wanted 
Retail yard manager wishes to make change. 
Steady. reliable worker. Prefer South Da- 
kota or Minnesota location. Address Box 
X-28, American Lumberman, Inc. 





Manufacturers’ Representative covering met- 
ropolitan New York Area desires connection 
with manufacturer of west coast lumber and 
lumber products. Address Box X-27, Ameri- 
can Lumberman, Inc. 





Wanted—Married forester with B. S. from 
Michigan College Mining & Technology wants 
pempesncet position. Two years experience 
ardwood management. Further informa- 
tion from Box 72, Iowa City, Iowa. 





Wanted: Aggressive young man with retail 
lumber experience for assistant manager in a 
ee lumber yard in Southeastern Wisconsin. 

cellent opportunity for the right man. Write 
us fully regarding experience, qualifications, 
and salary expected. Address Box X-36, 
American Lumberman. Inc. 





Wanted an experienced detailer and biller 
for special mill work. Address Box X-26, 
American Lumberman, Inc. 


WANTED—Young man who has fully 





21 years experience, Civil engineering, House 
and Industrial construction. Full responsibil- 
ity several $1,000,000 Industrial plants. In- 
ventive imagination, materials handling, and 
building materials sales background. ow in 
responsible position. Address Box X-37, Amer- 
ican Lumberman, Inc. 





Special Millwork man now employed and de- 
siring change. Can qualify as Production 
Superintendent. Detailer, Biller, estimator and 
sal n Thoroughly familiar with Cost 





managed a retail lumber yard and who now 
feels he has the ability and experience to 
make a successful Division Manager for a 
line yard lumber company. Address Box 
X-32, American Lumberman, Inc. 





WANTED: Experienced. aggressive. honest 
lumber yard managers and assistant man- 
agers, ansas and Oklahoma. Excellent 
working plans for right man. Address Box 


X-31, American Lumberman, Inc. 
SITUATIONS WANTED 


Experienced lumber sal wishes to make 
direct mill connections with manufacturers of 
West Coast, Yellow Pine and Graded Hard- 
wood products. Commission basis o=T- 
Covering Northwestern Ohio and New York. 
Seivees Box W-39, American Lumberman, 
ne. 

















Experienced retail lumberman, 32 years old, 
good background, desires to make change 
January Ist. Prefers salary and profit shar- 
ing or bonus plan. 12 years experience. Ad- 
dress Box W-45, American Lumberman, Inc. 





Position Wanted as manager or assistant 
manager. 26 years experience all phases re- 
tail lumber yard operations. Married, good 
health and habits, thoroughly competent. Go 
anywhere. Address Box W-59, American Lum- 
berman, Inc. 





EXECUTIVE—WANTS CHANGE 
As plant manager or superintendent of saw 
mill operation and would like personal inter- 
view with interested party if not too far away. 
Address Box W-51, American Lumberman, Inc. 
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Book ‘“‘A’’ and modern production practices. 
Address Box X-34, American Lumberman, Inc. 





Position Wanted in live organization, retail 
lumber, roofing, siding, insulation. Man of 
40. 14 years experience all phases of busi- 
ness. 7 years Johns-Manville owned insula- 
tion—University 4 - Hi-Blower. Desire 
change back to yard. Salary and commis- 
sion. — Box X-39, American Lumber- 
man, Inc. 





Experienced Lumberman, 25 years with my 
own mills, from woods to consumer. Know 
the operation of small circular mills and 
planers profitably. Would take job general 
manager over any production. Know grades 
of oak, southern pine. References. ill go 
anywhere. Prefer deep south. Box 137, Du- 
rango, Colo. 





Experienced Sales Manager 
Lumber, Veneer, Plywood, Dimension. Familiar 
production methods and costs. Now employed. 
Interested position of greater activity and re- 
sponsibility. Address Box X-40, American 
Lumberman, Inc. 


WANTED TO BUY — 
MISCELLANEOUS 





I 








| 
| 





RAILS WANTED 
Any weight—Any tonnage 


1859A Railway Exch. Bldg., St. Louis 1, Mo. 


STEEL RAILS WANTED 
Any Quantity — Any Size 
Secure our price before selling 
MIDWEST STEEL CORPORATION 
Charleston, W. Va. 








SALES REPRESENTATION 
WANTED 








WANTED: REPRESENTATIVES 
Established manufacturer of successful com. 
bination sash balance and weathersirip dg. | 
sires add several responsible sales repre. 
sentatives: now calling on millwork 
and retail and wholesale lumber dealers with 
planing mill facilities. Exceptional o 
tunity. Please state territory interested jp, 
| ete Box W-30, American Lumbermgy, 
ne. 
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WANTED 
MANUFACTURERS’ REPRESENTATIVES 


to list their names with us. We are having 
constant calls from manufacturers of various 
building products and machinery for 
fied representatives to sell the wholesale and 
retail lumber dealer and sash and door trade, 
Manufacturers’ agents interested in taking on 
additional lines should write us at once, 
stating— . 

1. Experience. 

2. Territory covered. 

3. Types of products now handled. 

4. Types of products sought. 

AMERICAN LUMBERMAN. INC. 

139 N. Clark St., Chicago 2, Ill, 


LUMBER & DIMENSION 
WANTED 











— = 





WANTED Carloads of soft textured lumber, 
cut in lengths from 3 ft. to 6 ft.. having 
widths 2” to 4° wide. Write for complete 
specifications. Cavaler Seno Co., Inc., 67 
enry Street, Detroit, Michigan. 





Wanted by Michigan Wholesaler steady con 
nection to furnish straight cars Ponderosa 
Pine Inside Door Jambs and straight cars of 
mouldings. 


Also seeking two or three good mills to fu 
nish Douglas Fir 2 x *, an ande 
lengths Dimension and boards, White Fir 
same. 
Address Box W-55, American Lumberman, Int. 





Wanted—Several cars K.D. Yellow Pine, Gum 
or Redwood Bed Slats EE. Bernard Sales Co. 
St. Paul, Minn. 





WANTED—PLYWOOD 
Any ww Sizes—We gv cash. 
TOLEDO PLYWOOD CoO. ? 
1011 N. Westwood Toledo, Ohio 





PALLETS 
Large supplier of pallets doing national bus 
ness interested in lumber or woodworki 
mills to turn out hardwood Pallets as sidé 
line. State if you have ever made 
before and capacity per week. Address Bot 
X-25, American Lumberman, Inc. 


BED SLATS 
Interested in lumber or woodworking 2 
to regularly supply hardwood Bed Slats 
considerable volume. Excellent outlet_# 
you have narrow boards as by-product. 
dress Box X-24, American Lumberman, 


USED MACHINERY WANTED 














Wanted to Buy 
Rebuilt Double End Tenoner in Top Condit 
Mail price and description. 
HURD-MOST SASH & DOOR CO. 
Dubuque. Iowa 





WANT TO SELL OR BUY 
LUMBER 


MACHINERY 
EQUIPMENT 


You'll find your best market 
among American Lumber- 
man Building Products 
Merchandiser’s 22,000 
readers. 





Tke cost is low—10 cents 
per word — $6.00 per inch — 
less for consecutive inser- 
tions. 


To reach the next issue mail 
your copy now to: 


AMERICAN LUMBERMAN 


Inc. 
139 North Clark Street 
Chicago 2, Ill. 
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